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Holds the Record | : 


The St. Paul—we hold the record 
on doing the largest 


STREET CAR 
ADVERTISING 


Business in the world—nothing but 
the best service and methods could 
bring about this result. 

Write us for details. 


GEO. KISSAM & CO. 
253 Broadway, New York. 
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READ THEM? 


Guess they do —even the children want to know what is going 
on in their town. 

There is but one place from which all the local news can be ob- 
tained, and that is the columns of the home paper. 

There is no substitute. 

Nothing takes the place of the local weekly. 

1,600 local p ~ poe arranged in ten divisions, to cover separate 
sections of territory, comprise the Atlantic Coast Lists. 


Special estimates made for any section covered by these lists. 
Catalogue for the asking. 


ATLANTIC COAST LISTS, 134 Leonard St., New York. 
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ADVERTISING A FERTILIZER. 


THE GERMAN KALI WORKS’ CAMPAIGN 
OF AGRICULTURAL EDUCATION, 





There is no more effective advertis- 
ing than that which has been put forth 
by the German Kali Works. It is en- 
tirely different from any other adver- 
tising which I have seen in the papers. 
The interesting thing about it is that 
all the advertising is indirect. That 
is to say, the German Kali Works do 
not offer to sell anything, nor do they 
do any businesss with the people who 
read their advertisements. 

Four years ago, when the tariff was 
the burning issue, we had what the 
spellbinders called ‘ta campaign of 
education.’’ It is the same this year, 
when the efforts of the political mana- 
gers will be directed toward educating 
the people on the money question. 
This is what the German Kali Works 
have been and are now doing—con- 
ducting an advertising campaign of 
education. This concern has been one 
of the most liberal advertisers in their 
field. Their advertisements are to be 
found in nearly every agricultural 
paper from Maine to California, and 
in the weekly editions of the large 
city dailies which circulate among the 
farmers, and also in hundreds of town 
and country papers. A very large 
sum of money has been expended year 
after year to educate the farmers of 
this country on the subject of artificial 


manuring, or fertilizimg. The editor 
of the and most prominent ag- 
riewitural paper published in the 


United States said to me a short time 
ago: ‘‘ The German Kali Works have 
done as much to educate our farmers 
in the right use of fertilizers as any 
one agency. Certainly, they have 
done more in this direction than all 
the rest of the agricultural advertisers 
put together.” 

Last week when I called at the New 
York office I learned that Mr. J. S. 


Meng looked after the advertising put 
forth by the concern at their office, 
and I soon found that I was talking 
with a man well posted on advertis- 
ing, and some account of Mr. Meng’s 
methods may be interesting to readers 
of Prinrers’ Ink. In reply to my 
reference to the peculiar kind and nat- 
ure of his advertising, Mr. Meng said: 

‘‘Yes ; our advertising is different 
from almost all other advertising, be- 
cause our business is different. The 
German Kali Works is a company 
which carries on the mining of potash 
salts at Stassfurt, Germany. The only 
considerable deposits of potash are to 
be found at these mines, and Stassfurt 
virtually supplies the world with pot- 
ash. In the various parts of Europe, 
where farming has been carried on for 
hundreds of years, the land has be- 
come worn out and exhausted, and 
crops will not produce good yields un- 
less they are properly fertilized. The 
same thing is true in this country, 
especially of New England and the 
Middle States, whose soils have been 
made poor by continuous cropping with- 
out return of plant food. The result 
is, artificial fertilizers have become a 
necessity. The three important sub- 
stances needed for poor and worn-out 
lands are potash, phosphoric acid and 
nitrogen. Hence these are the three 
substances which must be supplied to 
the soil either in the form of natural 
manures or of artificial fertilizers. It 
is only within the last fifteen or twenty 
years that the importance and necessity 
of potash fertilization has been demon- 
strated. The careful experiments of 
scientific men and the experience of 
practical farmers show that profitable 
farming depends to a large extent upon 
the proper application of potash in the 
right proportions and at the right time. 
These and many other facts must be 
brought home to farmers.” 

‘* Your object, then, Mr. Meng, is 
to educate farmers as to the use and 
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necessity of proper potash fertiliza- 
tion?” I asked. 

‘“*Yes ; that is the main point. All 
our advertising is directed toward giv- 
ing farmers information as to the wants 
of their soils and their crops. Some 
soils need more potash than others ; 
some kinds of crops need more potash 
than other kinds. The most success- 
ful farmess to-day are those who raise 
the largest crops at the lowest cost. 
This they do by using those fertilizing 
substances which supply, in the best 
forms and for the least money, the 
plant food which their crops need and 
their soils fail to furnish.”’ 

‘‘T notice that in your advertise- 
ments you do not say anything about 
selling potash.’’ 

‘No; that is not necessary. We 
do not carry stocks of potash nor do 
we retail it to farmers. When we re- 
ceive letters of inquiry we refer the 
writers to various firmns in their re- 
spective localities from whom they can 
obtain what they wish.” 

‘*What mediums do you use for 
your advertising ?”’ 

‘In the first place, we use about 
every one of the agricultural papers 
mentioned in the American Newspaper 
Directory. Our advertising in these 
papers varies according to their circu- 
lation, and changes with the section of 
country covered and the season of the 
year. For example, in the fall, when 
grain crops are being planted, we call 
attention to the use of potash for those 
crops; in the spring, when potatoes 
are being planted, we do the same for 
that and other spring crops. But we 
are seldom out of the columns of the 
paper, and continue our ads through 
the greater part of the year.”’ 

‘* What other mediums do you use ?”’ 

‘‘In the South, where agricultural 
papers are not so numerous, we use 
the weekly editions of many of the 
dailies published in the large cities. 
Thus, the weekly editions of the At- 
lanta Constitution, the New Orleans 
Picayune and others are taken by the 
farmers, and are very useful for our 
purposes. We have not done so much 
advertising in the extreme Western 
States as in the Eastern and Southern 
States. That is because the Western 
land is comparatively new and has not 
yet been worked out. But in the 
Southern States, where most of the land 
is deficient in potash, we direct consid- 
erable advertising. There are few agri- 
cultural papers issued in the South, and 


sO we use scores of town and country 
papers, some of them under 1,000 cir- 
culation We also use many of the 
papers in the ‘Atlantic Coast Lists’ 
and Kellogg’s Lists, which reach the 
country people in that great section. 
As our advertisements are prepared 
with the view of selling potash oniy 
indirectly, we aim to get the average 
farmer interested in the main subject. 
We try to make our advertisements 
very simple and plain. At the same 
time I believe in using a good head- 
line—one or two words that will attract 
the farmer’s attention.’ 

Here Mr. Meng showed me the fol- 
lowing advertisement, which is one of 
a series running at present in the dif- 
ferent papers : 


MORE POTASH — 


in the fertilizers app'ied on the farm 
means larger and better yields of crops, 
permanent improvement of the soil 
and 


MORE MONEY 


in the farmer’s pocket. 

All about Potash- the results of its use by 
actual experiment on the best farms in the 
United States—is told in a little book which 
we publish, and will gladly mail free to any 
farmer in America who will write for it. 

GERMAN KALI WORKS, 
93 Nassau St., New York. 








‘‘Inthis advertisement, as in all our 
other ads, we offer to send var'ous 
pamphlets freeof charge. These pam- 
phlets are prepared by competent writ- 
ers and agricultural authorities. Every 
statement made is perfectly accurate 
and reliable. There is no attempt to 
mislead farn:ers. There is no effort to 
‘boom’ potash beyond what the facts 
fully justify. The sole object is to 
give the intelligent farmer useful and 
valuable information on the subject of 
artificia) manuring.”’ 

‘* Then you make these pamphlets a 
very prominent feature of your adver- 
tising ?”’ 

** Yes ; we believe that the more in- 
formation the farmer has on the sub- 
ject the better he is able to decide 
how and when and in what quantities 
potash should be applied to his crops. 

‘*T may say,’’ continued Mr. Meng, 
‘that there has been an enormous de- 
mand for our literature. We have dis 
tributed pamphlets by the hundreds of 
thousands over the United States 
These pamphlets are neatly printed 
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and copiously illustrated. Last year 
we sent out over one hundred thousand 
copies of the booklet entitled ‘The 
Farmers’ Guide,’ besides numbers of 
copies of ‘ Potash in Agriculture.’ The 
last-named pamphlet is a compila- 
tion of the result obtained at the ex- 
periment stations. These experiments 
with potash upon different soils and 
upon different crops show to practical 
farmers the use and advantage of pot- 
ash fertilization.’’ 

I asked Mr. Meng as to the manner 
of sending out the pamphlets. 

‘We send, of course, pamphlets and 
literature to people who write. We 
have also long lists of farmers’ names, 
which we have gathered at consider- 
able labor and expense.” 

**T suppose you have some way of 
keeping track of the effects of your 
advertising?” I remarked. 

“*Yes; we have several ways of trac- 
ing out the returns. We also try to 
‘keep tab,’ so to speak, on the differ- 
ent papers, and we can tell whether or 
not our advertising in certain mediums 
is paying us.” 

“‘In a general way what has been 
the net result of your advertising ?”’ 

‘*The result has been an increased 
demand for potash in the farming dis- 
tricts of the United States. The amount 
of potash shipped from the Stassfurt 
mines to this country has almost dou- 
bled within the last ten years. Finally, 
let me give you another instance. The 
composition of commercial fertilizers 
has of late years undergone quite a 
change, so that many popular brands 
of fertilizers, which used to contain 
only two or three per cent potash, now 
have eight and ten per cent. This, we 
believe, is in response to the demand 
of their customers—farmers—for more 
potash,”’ L. J. VANCE. 

a oot 
JUNEAU TOTEM POLE. 


In a private letter from our townsman, S. 
A. Kitchner, now in Alaska, under date of 

uneau, Aug. 8th, we note the following: 
* One of the strangest things I’ve seen in this 
land of strange sights is a gigantic totem pole 
said to be over 150 feet high, in which are 
deeply carved the lettersS. K. D.G.C. Seek- 
ing an explanation from an intelligent-look- 
ing inhabitant, all I can learn is that in their 
language the letters stand for ‘Spottum Kash- 
nos Dryunes Goodsox Cumpenni,’ which, 
being interpreted, signifies ‘ the best place in 
the world to buy Dry Goods.’ "Exchange. 


FIRED ANYHOW. 


Writer—Do you think this ad needs boiling 
own? 

Advertiser—N-no, I think it needs roast- 
ing, if anything. 
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SHOP MOTTOES. 


— 16 to I we can please you. 

—BKecause we buy well we sell well. 

—yYou cannot tire us out in serving 
you. 

—Goods up to date ; prices down to 
zero. 

—Come back for changes or correc- 
tions. 

—Your satisfaction is our best re- 
ward. 

—What isn’t right we will make 
right. 

—We make each purchase promote 
trade. 

—Courtesy is always thrown in at 
our store. 

—Time 
please you. 

—Unless the customer is satisfied, 
we are not. 

—We “‘broke”’ our prices when we 
began trade. 

—Ask for what you don’t see. 
probably here. 

—Gold values for any coin or cur- 
rency you offer. 

—The value of these goods conquers 
all comparisons. 

—Low prices make large profit, and 
our benefit is your gain. 

—Don’t begin to purchase or stop 
looking until you are suited. 

—The earliest comer has the pick 
of the ‘‘ plums’’ and prices. 

—We urge no one to buy. 
goods are our best salesman. 

—There is no test like a trial here ; 
for we are here to please you. 

—oOur interest in you is not gauged 
by the amount of money you spend. 

—If it takestwo to make a bargain, 


is not wasted when we 


It is 


Our 


you can be the one and three quarters. 


—What you say when you go home 
we intend to make our best advertise- 
ment. 

—Our customers are like the revolv- 
ing shore light. They go, but return 
again. 

—We don’t claim to have the best 
store ; but we try to make a better one 
impossible. 

—If you have looked elsewhere we 
are sure of either your compliment or 
your custom. 


OF WHAT THEY SAVOR. 

Some (undertaking) advertisements savor 
strong of an invitation to die that the public 
may be fully convinced that the writer is an 
up-to-date undertaker.—Zba’mers’ Mon'y. 

———_~4 - ——__—_— 

TELEPHONE advertising should speak for 

itself. 














THE DEPARTMENT STORE. 


It is certain that the department 
store has greatly increased the field of 
labor. Through the stimulus it has 
given to production and consumption, 
many new industries have been found- 
ed, and the old ones largely increased 
in scope. While it has decreased the 
cost of most articles, it has not de- 
preciated tneir quality. It requiresno 
extensive memory on the part of any 
living adult to recall the time when 
almost every article now offered to the 
public cost very much more than it 
does at present. At the same time, 
wages and incomes generally have not 
decreased, so that the world is richer 
than before the department store 
arrived. The conditions of labor in 
the commercial world have also largely 
improved. Those who can remember 
the little dark, ill-smelling, ill-ventilat- 
ed dry goods stores that preceded the 
department store in the large cities 
can realize to what a remarkable ex- 
tent the conditions of clerks and other 
help in the stores have been improved. 
Even to-day compare the lot of the 
employees in the small stores that have 
resisted the invasion of the department 
stores with that of the employees in 
the latter, and note the remarkable 
difference. 

The fight against the department 
store is of like kind with that which 
was waged against the introduction of 
machinery. Zola makes Denise weak 
with pity at the sufferings of the small 
tradesmen who thought to balk the 
progress of Mouret, the organizer and 
owner of the ‘‘ Ladies’ Paradise,’’ but 
even Zola, anxious as he was to 
heighten the dramatic effect of his tale 
by intensifying the grab-all propensi- 
ties of Mouret, was compelled by the 
logic of the situation to make his well- 
balanced heroine admit, even against 
her will, the justice of Mouret’s con- 
duct and the folly of his opponents. 

In the empire city of the New 
World the department store has seen 
its greatest development. This is but 
natural. The great metropolis has 
reached its commanding position 
through its unrivaled location, its his- 
tory and traditions and the never-fail- 
ing enterprise of its cosmopolitan pop- 
ulation. Situated upon one of the 
finest harbors in the world, it has 
gradually taken in a vast territory and 
population which have justified its 
claim to imperial honor, and while it 
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has attained pre-eminence among the 
cities of the New World, so also has 
it achieved distinction as the seat of 
learning, art and fashion. 

It is above ail the royal footstool of 
the American woman. Here she 
reigns supreme, and no court of honor 
ever showed more royal devotion to its 
queen than do the citizens of the 
Greater New York, collectively and 
individually, to theirs. The goddess 
of fashion sits firmly enthroned, and 
not even Paris itself can produce a 
better dressed population. 

The keynote of the wonderful novel 
that Zola wrote about the department 
store in Paris was the influence of 
woman. Mouret based his entire fort- 
une upon his ability to conquer the 
Paris women. He well knew that 
they ruled the men, and that when he 
made them his slaves he fastened his 
clutches upon the purse strings of their 
husbands and fathers. It was with the 
object of captivating them that he 
made those dazzling displays, wrote 
those fascinating advertisements, and 
offered those tempting allurements of 
free refreshments, perfumes and the 
like. Read the novel, and you seem 
to be carried away into a world of 
romance and sentiment. Yet all his 
imaginings have been equaled and sur- 
passed in the department stores of New 
York.—Dry Goods Chronicle. 


ee 
PAINT GALORE. 


The ‘‘dead walls” of New York 
City are blooming as dead walls never 
bloomed before ; and all on account of 
the handiwork of some expert sign 
writers. The signs that are attracting 
particular attention are those advertis- 
ing the virtues of a certain brand of 
whisky, named probably after a well- 
known firm of publishers. Lower 
Broadway was blocked the other day 
by a curious throng watching the 
“‘artists” at work. There were two 
of them, and they were armed with 
brushes a foot thick and a yard wide, 
and with colors by the barrelful. In 
these respects they differed from the 
artists who work with camel’s hair 
pencils and tube colors. These art- 
ists were covered with paint, but the 
way they spread paint onto the side 
of that building was a caution. Inthe 
morning they started the job, at noon 
it was half-way done, and at five 
o'clock they were getting away—to 
decorate another building, like as not. 
—New York Journal. 
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-Integrity - 


NATIONAL 
AS WELL AS 
PERSONAL, 
COMMENDS ITSELF TO 
ALL HONEST 
PEOPLE. 


THERE MUST BE 
NO DOUBTERS. 


& 


The Sun 


NEW YORK. 
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SEEN THROUGH ADVERTISING EYES. 
By Perigrin Pilgrim. 

The advertising portions of the magazines 
do not seem to be quite so thick as they were 
a year ago. 

* * 

The New York /ourna/ contained an in- 
teresting advertisement a few weeks ago. 
The *,* plainly showed that it was paid for. 
It read as follows: 





James P. Silo Sails To-morrow. 

sames P, Silo, the well-known auctioneer, 
will sail for Europe to-morrow, with hisfam- 
ily, to remain abroad about two months.*,* 





* * * 

A new question now arises: If Bryan is 
elected will publications double their adver- 
tising rates or insist upon the gold clause be- 
ing in all contracts? 

* * * 

The Ladies’ Home Yournal telegraphed 
all advertising agents that the forms of the 
October number were closed three days be- 
fore their regular date. As the forms of all 
monthly publications are usually found open 
about a week after their stated time for late 
advertisements, this shows that the Ladies’ 
Home Fournal did not feel the hot spell, so 
far as business was concerned. If pages 
could be added or reading matter omitted 
what a showing might be made! The fact 
that the space for advertisements is never in- 
creased unless extra pages of reading matter 
are added speaks well for the eiillcasians 
but then, forty columns at one thousand dol- 
lars a column should satisfy almost any pub- 
lisher. 

* * * 

A gentleman wrote me the other day say- 
ing his wife had ability as an advertisement 
writer, and he oneal to know if any new 
idea could be utilized. Having recently read 
an article in Fashions about some unnamed 
woman making $10,000 a year writing adver- 
tisements, I thought this might be another 
genius, and so wrote that if his wife would 
send something original I would be pleased 
to pay her for it. A number of ideas were 
received, the best (?) two being as follows: 


‘. 
FOR CLEVELAND BAKING POWDER. 
Saturday has come again, 
When cakes and puddings must be made, 
And I mamma a helping hand will lend, 
Particularly when for Cleveland Baking 
Powder she sends. 

The drawin I suggest a lady mixing 
cake, and a little girl in a chair reaching for 
the powder. 


II. 
FOR IVORY SOAP. 
A maid in despair sat down and cried 
Because her clothes looked yellow when dried. 
After Ivory Soap she used 
They looked as though they had been 
bleached and blued. 

The drawing: A maid in laundry with 
clothes around her which look yellow. A 
wash-board hanging up with a piece of Ivo 
Soap on it. The point of making a blac 
and white illustration and have the clothes 
look yellow is decidedly an innovation. 

w oo 
IF IT CIRCULATED AMONG HOTTEN- 
TOTS PERHAPS, BUT NOT OTHERWISE. 


A paper might have a circulation of a 
million copies, and yet be practically worth- 
less as an advertising medium.—Lowuisville 
Courier-Fournal. 


INK. 


A WRAPPING MACHINE. 

A machine, called the automatic newspaper 
wrapper, is a late invention. ‘The wrapping 
paper is fed from a large roll on a revolving 
cylinder, passing over a series of smaller 
rolls to the wrapping chamber. The news- 
paper to be wrapped is fed from the top of 
this chamber through a wide slot and down 
an inclined plane onto the wrapper. As soon 
as it strikes the slowly-moving wrapper sheet, 
little steel arms come up and engage the pa- 
per, and, by a lightning-like movement, give 
it and the wrapper the three folds necessary, 
while at the same moment a paste brush rises 
from a paste receptacle on the side and 
moves laterally across the wrapper at the 
proper point, and simultaneously a knife 
descends and cuts the wrapper, while arms 
give the finishing turn which presses down 
the pasted flap, and an injector discharges 
the neatly-wrapped paper into a receptacle. 
All this is done in a minute fraction of the 
time taken to describe it. The machine is 
said to have a capacity of t,coo papers per 
hour.— / he Paper |! orld. 

shill msi 
JOURNALISM AS A LADDER. 


A marked difference between the profes- 
sion of journalism in England and in the 
United States and France is that in the for- 
mer case it leads no whither beyond possible 
promotion, whilst in the two latter countries 
it is the avenue to the highest and most hon- 
orable employment in the State. Mr. Glad- 
stone’s brief government from . - to 1895 
was distinguished by a departure, the novelty 
of which excited profound astonishment. 
The Prime Minister recommended nearly 
half a dozen working journalists to her Ma- 
jesty for the honor of knighthood. In France 
Ollivier, Clemenceau, and his Excellency M. 
Barere, are among the many who have laid 
down the journalist’s pen to take up the min- 
ister’s portfolio. In the United States the 
power of the press, as indicated by the per- 
sonal advancement of prominent members of 
the guild, is even more frequently and sys- 
tematically illustrated.—Henry W. Lucy, in 
North American Review. 
~~o 








ILLUSTRATED ADVERTISEMENT. 





A healthy, able-bodied man, to whom the 
confinement and monotony of his present 
position is irksome, would be glad of a 
change. No objection to go into the country. 
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ASK ANY 


Sal 7 
Francisco 


Business man, even, 
how THE OREGON- 
IAN stands with Cal- 
ifornia people. 

THE OREGONIAN 
has taken the lead in 
the fight for sound 
money among the big 
papers of the West. 








THE OREGONIAN’S BUILDING, 
Finest Newspaper Building 
West of Chicago. 








ITS OPINIONS ARE RESPECTED; 
ITS NEWS FACILITIES ARE UNEXCELLED; 
IT IS CAREFULLY READ BY 
A DISCRIMINATING PEOPLE. 


THE OREGONIAN 


DAILY, SUNDAY, WEEKLY EDITIONS. 








ITS FIELD 
Population 
PORTLAND (Orricuc) - + 81,342 
PORTLAND’S SUBURBS .- 17,800 

STATE, Oursive or Portiano 
(arprox.) + + + 275,000 
WASHINGTON - $375,000 
Se ee eee 100,000 
WESTERN MONTANA 90,000 
BRITISH COLUMBIA - . 100,070 
were. . 6.2 3% 1,039,142 





E, G. JONES, 


IN CHARGE OF ADVERTISING. 
FFF 


The S.C.Beckwith Special Agency, 
Sole Eastern Agents, 


The Rookery, 
Chicago, 


Tribune Building. 
New York. 
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rolls to the wrapping chamber. The news- 
paper to be wrapped is fed from the top of 
this chamber through a wide slot and down 
an inclined plane onto the wrapper. As soon 
as it strikes the slowly-moving wrapper sheet, 
little steel arms come up and engage the pa- 
per, and, by a lightning-like movement, give 
it and the wrapper the three folds necessary, 
while at the same moment a paste brush rises 
from a paste receptacle on the side and 
moves laterally across the wrapper at the 
proper point, and simultaneously a knife 
descends and cuts the wrapper, while arms 
give the finishing turn which presses down 
the pasted flap, and an injector discharges 
the neatly-wrapped paper into a receptacle. 
All this is done in a minute fraction of the 
time taken to describe it. The machine is 
said to have a capacity of 1,coo papers per 
hour.— /he Paper |! orld. 
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JOURNALISM AS A LADDER. 


A marked difference between the profes- 
sion of journalism in England and in the 
United States and France is that in the for- 
mer case it leads no whither beyond possible 
promotion, whilst in the two latter countries 
it is the avenue to the highest and most hon- 
orable employment in the State. Mr. Glad- 
stone’s brief government from = to 1895 
was distinguished by a departure, the novelty 
of which excited profound astonishment. 
The Prime Minister recommended nearly 
half a dozen working journalists to her Ma- 
jesty for the honor of knighthood. In France 
Ollivier, Clemenceau, and his Excellency M. 
Barere, are among the many who have laid 
down the journalist’s pen to take up the min- 
ister’s portfolio. In the United States the 
power of the press, as indicated by the per- 
sonal advancement of prominent members of 
the guild, is even more frequently and sys- 
tematically illustrated.—Henry W. Lucy, in 
North American Review. 
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A healthy, able-bodied man, to whom the 
confinement and monotony of his present 
position is irksome, would be glad of a 
change. No objection to go into the country. 
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ASK ANY 


San 
Francisco 


Business man, even, 
how THE OREGON- 
IAN stands with Cal- 
ifornia people. 

THE OREGONIAN 
has taken the lead in 
the fight for sound 
money among the big 


papers of the West. THE OREGONIAN’S BUILDING. 
Finest Newspaper Building 
West of Chicago. 














ITS OPINIONS ARE RESPECTED; 
ITS NEWS FACILITIES ARE UNEXCELLED; 
IT IS CAREFULLY READ BY 
A DISCRIMINATING PEOPLE. 


THE OREGONIAN 


DAILY, SUNDAY, WEEKLY EDITIONS. 








ITS FIELD 
7-4 Population 
PORTLAND (Orricu.) - + 81,342 E, G. JONES, 
PORTLAND’S SUBURBS .- 17,800 IN CHARGE OF ADVERTISING. 
STATE, Oursive or Portiano 
(approx.) - + « 275,000 ee 
WASHINGTON - - - - 375,000 
Sse .<-ee 100,000 4 . 
The S.C.Beckwith Special Agenc 
WESTERN MONTANA .~ 90,000 ' " 
BRITISH COLUMBIA . . 100,070 eke ea Agee, 
——— Tribune Building. The Rookery, 
TOTAL --+-+-+-s 1,039,142 New York. Chicago. 
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The Largest 
Circulation 


of any daily in 


DAYTON 


(OHIO) 
is that of the 


Evening News 


9,500 Daily. Established 1885. 


The leading morning paper in that city is the 


Dayton limes 


4,500 Daily. 
Has had a successful existence of 48 years. 


The oldest paper in Dayton is the 


WEEKLY 


Times-News 


Established 1808. 4,500 Circulation. 


They are the leading Morning, Evening and 
Weekly papers of the city. 


Rates for advertising, copies of the papers and 
any information desired of 


a tan ta H. D. LA COSTE, Manager. 
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Ahead __. 


of the other morning newspapers in 
circulation and standing in its territory. 
The 


CLEVELAND 
PLAIN DEALER 


All advertisements taken for the daily 
Plain Dealer appear in the Evening Post. 
51,800 


copies was the daily average, and . 


35,600 


copies the Sunday average for the year 
ending June 30, 1806. 


Plain Dealer Pub. Co. 


C. A. KENNEDY, 
General Manager. 
Foreign Adv. Dept., 
86 and 87 Tribune Bldg., New York, 
523 Chamber of Commerce, Chicago, 
C. J. BILLSON, Manager. 
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Booklets 


Every business man pre- 
sumably has some advan- 
tages to offer the public in 
his particular line. It may 
be the biggest store or the 
biggest stock. It may be 
the best qualities. It may 
be the smallest prices. If 
a man’s business has no 
talking points — if a man 
has no reason to tell people 
why they should buy at his 
store—that man is going 
to fall behind in the pro- 
cession. Every business 
man ought to have a book- 
let that tells about the ad- 
vantages of his store or his 
product. A copy of the 
booklet ought to be put in- 
to every letter, package, 
box or bundle that goes 
out of his place. Each 
possible customer shouid 
have a copy placed in his 
hands. The success of a 
booklet depends largely 
upon the way it is written. 
It is a part of my business 
to write booklets. I have 
been uniformly successful 
in this class of work. I 
want to hear from busi- 
ness men who desire to 
have their stores advertised 
properly through the use 
of booklets. I charge $5 
or more for retail booklets, 
and $15 or more for book- 
lets outside of retail lines. 
These prices include a 
well-drawn illustration for 
the cover. Write to me 
about booklets. 


Charles 

Austin 
‘iting’ Bates, 
New York. 

































































The National Tribune 
Library. 


A Weekly Series of Historical Text-Books. 








No. 1. Statistics of the War.—Containing the-number of troops 
furnished by each State, losses on both sides and complete statistical data 
relating to the Rebellion. : 


No. 2. Lincoin’s Words.—The Gettysburg Address, Second In- 
augural, and copious extracts from speeches and letters. 


No. 3. Miscellaneous Memoranda.—Dates of the great events 
relating to the opening and close of the War of the Rebellion ; Physiological 
Statistics of the Army ; List of General Officers killed on both sides, os 


No. 4. Pension Statistics.—Number on roll of each class ; expendi- 
tures; etc. = 

No. 5. History of Slavery in the United States.—By Joti 
McElroy. Its introduction; Early Efforts at Emancipation; its stimulis~-the 
Cotton Gin; Struggle in Congress about extension into the Territories; Eman- 
cipation. Illustrated by Portraits. 

No. 6. President Monroe and His Doctrine.—By Byron Andrews. 
Biography of Monroe, History and Text of Doctrine, Olney’s Letter and 
Cleveland’s Message, Portrait, Map, etc. 

No. 7-8 (Double Number). Commanders of the United 
States Army.—By John McElroy. Contains splendid full page half-tone 
etchings of the best-known portraits of the 17 Commanders from the adoption 
of the Constitution to the present time; a sketch of each; strength of the 
Army at various dates. 

No. 9. The Story of Cuba.—By Byron Andrews. History of the 
Island from the Discovery by Columbus to the Administration of Weyler. Map 
and 16 illustrations, including portraits of Gomez, Maceo, Campos, Weyler 
and other leaders on both sides. 

No. 10. The Life of Maj.-Gen. George H. Thomas.—By John 
McElroy. A sketch of the life of the distinguished Commander of the Army of 
the Cumberland, with half-tone portrait. 

No. 11. Life of Maj. Wm. McKinley.—By John McElroy. 


No. 12. Life of Gen. P. H. Sheridan.—By John McElroy. Illustrated. 


OTHER NUMBERS OF GREAT INTEREST *- 
WILL FOLLOW. vii fl 

Terms $2 a year. Five cents a copy, except double numbers 7-8, 10 cefits. 
Any six numbers for 25 cents, counting 7-8 as twonumbers. Sent postpaid," 


Add THE WHOLE DOZEN, 50 CENTS. By 
ress, 4 
THE NATIONAL TRIBUNE, F 


1729 New York Avenue, WASHINGTON, By&.: 
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Put ’em on your list..... 


| 500.000 


COPIES WEEKLY 
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ARTHUR D. HOSTERMAN. 


In no other trade, perhaps, are push 
and perseverance so requisite as they 
are in the publishing business, espe 
cially in this decade. A publisher 
who, by these qualities, has achieved 
a marked success in the past few years 
is Arthur D, Hosterman, president of 
the Hosterman Publishing Co., of 
Springfield, Ohio. Mr. Hosterman is 
yet a young man, having been born in 
Strattonville, Pa., in 1860. He was 


INK. 15 
made president, which purchased and 
consolidated the old Republic and the 
young Champion City 7Zmes under the 
title Springfield Republic- Times, and 
immediately proceeded to give Spring- 
field a daily newspaper that would be a 
credit to a more metropolitan city. 
The company afterwards purchased 
several household papers and com- 
bined them to form Womankind, a 
woman’s paper published to please 
women, and in the same manner estab- 
lished a monthly agricultural paper, 





| 





Artuur D. 


educated at Wittenberg College at 
Springfield, Ohio, and before he had 
completed his collegiate course be- 
gan newspaper work. After taking 
his degree, he engaged with the then 
Springfield Daily Republic as city 
editor, and during the next two years 
did a variety of journalistic work. In 
i882 he took an editorial position in 
San Francisco and afterwards in Santa 
Barbara, California. Subsequently he 
visited Kansas, Iowa and Nebraska. 
In 1888 he returned to Springfield and 
ganized a company, of which he was 
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Farm News. These two periodicals 
now issue regularly more than two 
hundred thousand copies. It has been 
Mr. Hosterman’s policy to surround 
himself by the best talent procurable— 
energetic, ambitious young fellows 
who are in sympathy with the funda- 
mental idea of the company’s policy, 
viz., to give their patrons the best possi- 
ble service for their money. In the eight 
years of the Hosterman Publishing 
Co.’s existence the business has grown 
to be one of the most extensive in the 
country, controlling two large and 
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finely equipped newspaper plants, one 
at Springfield, Ohio, and the other at 
Peoria, Ill. The papers in the Asso 
ciated Hosterman List are Farm News, 
Womankind, Springfield Re, epublic- 
Times, Weekly Republic and Weekly 
Times, at Springfield, Ohio ; the Pe 
oria 7ranscr tpt and Peoria 7imes, and 
the Jliinois Farmer, at Peoria, IIl. 
They are all leaders in their respective 
lines. It is said that the Repudlic- 
Times gets a higher rate for its adver- 
tising than any other newspaper in the 
same city, and there are those who as- 
sert that it is the only daily in Spring- 
field that an advertiser specially need 
to use. 

Mr. Hosterman is secretary of the 
Select List of Ohio Newspapers, a 
combination of newspapers of the 
principal inland cities, the forma- 
tion of wnich is said to be due largely 
to his efforts. The combination was 
organized purely for business—to pro- 
mote the business interests of its mem- 
bers. It is one of the functions of 
the association to see that the circu 
lation of each paper in its member- 
ship is quoted and guaranteed. The 
papers make their advertising con- 
tracts individually, but make known to 
one another the terms and conditions 
upon which they have received or ac- 
cepted advertisirg. It is said that in 
this way they have often been enabled 
o ‘‘get better rates for their space,” a 
statement going to show that as a rule 
these papers have two rates, and al- 
ways get the high one if possible, al- 
though willing to accept the lower if 
that is the best that canbe done. This, 
without doubt, is the standard policy 
of successful papers generally outside 
the offices of a few of the greatest 
iournals in existence. The Select List 
of Ohio Newspapers is very friendly to 
the general advertising agencies, and 
it is said that this is largely due to 
Mr. Hosterman, who has worked 
hard to convince them that the agent 
is really the friend of the newspaper 
because of his active influence in in- 
ducing people to advertise. When the 
association was first started, about six 
years ago, Mr. Hosterman and Col. 
Brown, well known as the proprietor 
of the Zanesville Courier, took oppo- 
site ground on the question of agents, 
the Colonel regarding them as the 
enemies of the publisher, while Mr. 
Hosterman insisted that they were his 
best friends, and that their efforts to 
pay as little as possible for space was 


as legitimate as the publishers’ efforts 
to get as muchas possible for it. The 
Colonel was finally convinced by his 
friend’s logic. About a year anda half 
ago Mr. Hosterman and others induced 
Mr. Daniel M. Lord, of Lord & Thomas, 
to address the association on the rela- 
tive positions of the publisher and the 
general agent. Mr. Lord’s talk did 
much to clear the atmosphere and 
make plain to the publishers that they 
are as necessary to the agents as the 
agents are to them. Besides Mr. Lord, 
Mr. Chas. H. Fuller has also made a 
speech before the members of the Se- 
lect List. It is Mr. Hosterman’s prac- 
tice to invite prominent advertising 
agents to address the association from 
time to time, and thus dissipate any 
latent spark of enmity that may still 
exist on that score. 


DENTAL FIGURE SIGNS. 

If statistics of illustrative signs should be 
taken in New York it is probable that the one 
found to predominate would be that showing 
some kind of a representation of the human 
tooth. They are tobe seen everywhere and 
in all sizes and conditions. Usually the fa- 
vorite method of advertising in this way seems 
to be with a gilt tooth in varying degrees of 
magnitude. Sometimes they are placed firm- 
ly in position, sometimes they sway in the 
breeze, and again the fact that the tooth or 
the tooth doctor is American is made plain 
by the figure of a spread eagle with the tooth 
suspended in his bill. A Fourteenth Street 
dentist has a more unpleasant advertisement 
at the front entrance to his establishment in 
a small glass case half full of genuine teeth, 
which presumably he has extracted. The 
sign of the automatic jaws—two sets of teeth 
which are made to open and shut apparently 
without rhyme or reason before the public 

aze—is unpleasantly familiar. This sign 

as reference to the more mechanical work 
of dentistry. But all these signs, which 
would appear to indicate that the people of 
the city were interested in nothing so much 
as in having their teeth extracted and re- 
placed, are contradicted by the best dentists 
of the city, though people as a rule associate 
a dentist's office vith the unpleasant thought 
of having a tooth pulled.—.\. V. 7imes. 


teal 
SUPPLYING CUTS. 

It is mutually profitable when the manu- 
facturer supplies cuts of his goods to retail 
merchants who are customers. It pays the 
manufacturer because it prompts the mer- 
chant to advertise in a way that brings a de- 
mand for the articles illustrated. The cost 
of the cut is trifling in comparison to cost of 
newspaper space paid for by the retailer. 
Too often, however, these cuts are worthless 
for newspaper use. They are generally too 
wide for a single column, often too large in 
every respect. Very seldom they are suffi- 
ciently in outline for the inferior paper and 
rapid process of printing. If manufacturers 
would see, first, that their cuts will fit a col 
umn rule; second, be moderate in size; third, 
be sufficiently in outline, they would invest 
their money with a certainty of profitable re 
turn, whereas, much is now wasted.—Dry 
Goods Economist. 





i ii i i i es 





PRINTERS’ INK. 


17 





Cincinnati 
Commercial 
Tribune 


Guarantees to advertisers Twice the 
circulation of any other morning paper 
in Cincinnati. 

It is recognized as the Leading Re- 
publican paper of its State and of the 
Ohio Valley and sells a greater number 
of copies daily than any other morning 
newspaper published in the Central 
Western States outside of Chicago and 
St. Louis. 

Its full and complete news reports, able 
editorials and entire freedom from all 
objectionable matter have made it the 


FAVORITE FAMILY NEWSPAPER 


of its section and the one of greatest 
value to the advertiser desirous of 
reaching the Purchasing Classes in its 
territory. 





Sample copies, advertising rates or other information on request. 
J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 
31-32 Tribune Bldg., New York. 1320 Masonic Temple, Chicago. 
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HOW TO ADVERTISE A LOCAL ever you expect to have anything that 
STORE. is exceptionally nice, like good butter 
’ or fine hams or oranges, have a circular 
By H. W. Norman. printed and sent right out. Don’t 
The local grocer—or druggist— neglect this, for it’s the having and tell- 


knows just who his customers are and 
who are not. He knows where they 
live and what their business is. He 
knows when a family moves away and 
when a new one moves in. He knows 
just exactly who ought to trade at his 
store and has only to solicit their trade 
right and persistently to get it. There’s 
no wasted energy. Every advertise- 
ment goes direct to a buyer who should 
trade at your store. 

This is my plan and its success de- 
pends upon the vim you put into it and 
the kind of store you keep. If the 
store isn’t right your neighbors all 
know it and your advertising will not 
pay. Draw a plan of your portion of 
the city, six or seven or eight blocks 
square, with your store as the center. 
Draw it large and well so you can keep 
it for reference. Mark down upon 
each street the houses that are on it. 
Now put a mark opposite each house 
that buys at your store. There are 
probably a thousand or fifteen hundred 
houses on your map and not a fifth of 
them are your customers. And they 
all should be. It’s your fault they are 
not. You probably never realized be- 
fore how few of your neighbors dealt 
with you. Now have prepared twelve 
circulars telling the best points about 
your goods and your store. Tell why 
it’s a little different from other stores 
(if there is any difference). Tell about 
one or two lines of goods at a time— 
not more than three—but tell all about 
them, go into particulars, the ladies 
like particulars, and tell the price. 
Don’t give any catch prices. Advertise 
staple goods at reasonable prices. You 
want the regular family trade, and 
most ladies will pay a fair price for a 
good article. These twelve circulars 
should be a month’s supply. It’s easier 
and cheaper to have the lot done at 
once and you are more sure to use them 
if you have them handy. Three times 
a week you have your boy deliver them, 
one to each house in your district. The 
morning is the best time. If you are 
sure of your boy, all right, but if not, 
watch him and see that he does it 
right. Let him understand that you 
are in earnest and you’ll have but little 
trouble. About the second or third 
week have your man call at each house 
and ask if there are any orders. When- 


ing about the unusual things that brings 
the new customers. There are dozens 
of firms that manufacture special lines 
of goods that would only be too glad to 
furnish you with a few samples if they 
were sure that you would place them in 
the hands of actual consumers. \ rite 
to them. Explain your methods of ad- 
vertising and assure them of your de- 
sire to push their goods by introducing 
them directly to your customers. When 
the samples arrive, send them out with 
a neat circular telling all about them 
and the price and that you will always 
be able to supply them. If you can 
arrange to have a practical exhibit at 
your store at the same time, do so and 
announce the fact in your circular. 
‘Lhe direct results may be few, but the 
housekeeper will remember the enter- 
frise of the merchant who does it, and 
the continuation of it is sure to bring 
good results. When a new family 
moves in your district call on them at 
once and solicit their trade. Have no 
feeling of false modesty about it for 
you've a legitimate business proposi 
tion to offer them—if they will buy 
their goods of you, they will get the 
best goods at a fair price, and more, 
they will know that you think enough 
of their trade to ask for it. In most 
every case you will get good results if 
you do it right. Be sure that your man 
who goes out daily for orders is the 
right kind. He should be neat, intel- 
ligent, quick and polite and have au- 
thority to adjust any trouble over goods 
that are unsatisfactory. The wrong 
man at this kind of work will spoil the 
effect of a year’s good advertising. 

Avoid newspaper advertising, it’s too 
expensive and too general in its circu- 
lation to serve your purpose. Avoid 
advertising novelties, church fair pro- 
grammes or schemes of any kind. 
They are only an illusion. 

And now a word about store tactics. 
Keep your store clean and sweet—most 
groceries are very dirty. Keep your- 
self and make your help keep ciean. 
If you insist on this your stock will 
always look neat and inviting for it’s 
only the slovenly store keeper that can 
endure an untidy stock. Be careful in 
your treatment of children. Let the 
mothers feel that they can send the 
smallest child with safety to your store 
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and make the children feel that it’s a 
pleasure to come there. 

Take back everything your custom- 
ers are displeased with, no matter what 
the reason. There’s one way to do 
this and make your customer twice 
your friend, and there’s another that 
makes her feel what a disagreeable 
man you are. Be sure you do it the 
right way. 

There’s lots of other points about 
local store advertising that you'll learn 
with experience. But do this much 
right and your business will grow and 
grow and you'll be able to decide bet- 
ter about other ideas. 


The foregoing article is printed be- 
cause, while evidently written from a 
theoretical standpoint, it contains in it 
the germs of some good advertising 
ideas. What PRINTERS’ INK would 
like to publish, however, are articles 
from the local dealers themselves, 
stating what advertising they actually 
do, why they do it, and how successful 
it is. Advertising a strictly local store 
is a difficult undertaking because the 
use of the newspaper is out of the ques- 
tion, and it requires great skiil to make 
other mediums bring trade.—[Ep. P. I. 

eo 
DIFFERENCE OF OPINION. 
By Jno. C. Graham. 


Sometimes we read the opinions of 
two or more advertising experts of 
acknowledged skill on one important 
phase of advertising, and we find that 
they do not agree, that what one says 
is the best thing to do another believes 
to be wrong, and that what one asserts 
has been universally successful in his 
experience another pronounces to be in- 
variably a failure. 

It is a wise decree of Providence that 
we do not all think alike or have the 
same experiences, because it is only by 
reason of this antagonism of thoughts 
and actions that we are enabled to ex- 
tend our knowledge. Different ideas 
on the one subject increase our ac- 
quaintance with that subject. We see 
it from a variety of standpoints instead 
of one, and thus become familiar with 
its many phases and with other views 
besides our own. 

But a new advertiser not unnaturally 
says: ‘‘One adviser tells me to do so 
and so; another says I should do the 
opposite. Which am I to believe ?’’ 
Don't despise either adviser too hastily, 
for both, undercertain conditions, may 
be partly right. Study both hints, and 
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get as many more on the same subject 
as you can possibly obtain from as 
clever men as you know, and while you 
will wisely lean to the ideas of the most 
experienced, do not altogether under- 
rate those of the less skillful. Each 
one is probably advising best from his 
own standpoint, and it is well to be 
acquainted with both and get acquaint- 
ed with the reasons that prompted each 
suggestion. 

It is this difference of opinion among 
men that has developed our present 
knowledge of advertising and every- 
thing else that we know to-day. Far 
from it being a condition to be regret- 
ted, it is one that is of great benefit not 
only to new beginners, but to every one 
who does not fancy that he ‘‘ knows it 
all.” If a man is advertising, and in- 
tends to continue doing so, he can’t 
know too much about it, nor be famil- 
iar with too many views as to how this 
or that has been, is being or may be 
done, 

In the interests of general education 
I am always glad to find people differ- 
ing in opinions, for by hearing both 
sides of a question discussed we learn 
more than one man’s ideas could impart 
to us. It is with genuine pleasure 
therefore that I sometimes scent a con- 
troversy on some advertising topic be- 
tween those knights of the pen whose 
writings are familiar to the readers of 
this paper, for [ know that the chance 
to learn something new is approaching 
Perfect ideas are only molded out of 
many suggestions. Several minds have 
to finally shape the best schemes and 
campaigns. Apparent contradictions 
are often harmonious parts of a whole. 
A variety of brains produce the best 
results And from a difference of 
opinion we often reach the exact truth. 
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ILLUSTRATED ADVERTISEMENT. 





For SaLe—A good, strong saddle horse, 
steady and reliable ; warranted not to kick, 
shy or bite; any boy can ride him with per- 
fect safety. 
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ABOUT THE RAND-McNALLY LIST. 
Office of H. S. Hatt, 
176 Times Building. t 
New York, Sept. 8, 1896. 
Editor of Printers’ Ink: 

The Meriden Vaily Fournal is the best 
and leading paper of Meriden, Conn., and it 
is an absolute and incontestable fact that the 
FYournal has more than double the circula- 
tion of any paper or combination of papers 
in Meriden and surrounding towns. Yours 
very truly, H. S. Hatt, 
Publishers’ Representative. 

The Meriden Yourna/ made no report for 
the last issue of the American Newspaper 
Directory, and is rated J—believed to exceed 
800 copies. The Morning Record and Even- 
ing Republican both did make a report of 
some kind, and both are rated H tt—believed 
to exceed 2,250. 


Office of } 
H. D. La Coste, 
Special Newspaper Representative, { 
# Park Row. | 
Ew YORK, Sept. 8, 1896. J 
Editor of Printers’ Ink: 
Referring to the article in your paper of 
August 26th, in which the Peoria Yourna/ is 
uoted as the leading paper of that city, the 
eoria Herald writes, ** Ask Printers’ Ink 
to refer to the American Newspaper Directory 
for a correction of this. $100 is offered in 
payment to any one proving the statement 
about the Hera/d incorrect.’’ Yours, 
H. D. La Coste. 





** JACKSON PaTRIOT.”’ 
Jackson, Mich., Sept. 4, 1896. 
Editor of Printers’ Ink: 

Dear Str—The Citizen of this city is 

uoted in the Rand-McNally “ Travelers’ 

and Book ”’ as being the leading newspaper 
of Jackson. Several months ago a repre- 
sentative of the Rand-McNally Co. visited 
the writer and wanted to make a deal for our 
Morning Patriot and Evening Press to han- 
dle their ** Atlas of the World.’’ The prop- 
osition made was no doubt a good one, but 
just at that time we were carrying so much 
advertising we were unable to give the plan 
the necessary space. He tried to prevail 
upon us to take hold of the scheme, and re- 
iterated his firm’s reasons for desiring us to 
take it in preference to others, that we were 
considered the leading newspapers here and 
had made a success in previous enterprises 
of the sort. 

On refusing, he finally presented it to our 
contemporary, and the book was advertised 
in a small space of the paper during the fol- 
lowing months. We not only raise the claim, 
but the general public concede our having 
the leading newspapers of this city. Yours 
very truly, THe Jackson Patriot Co., 

Milo W. Whittaker, Manager. 


Office of 
“THe ANDERSON DEMOCRAT.” 
ANDERSON, Ind., Sept. 2, 1896. 
Editor of Printers’ INK: 

You give a list of “leading newspapers” as 
reported by ‘“‘The Rand-McNally Official 
Railway Guide,’ naming the Bud/etin, of 
this city, the “leading newspaper.”” This is 
a great injustice to the emocra’. I have 

ositive knowledge that the Democrat pub- 
Fiches and circulates more papers than the 
Bulletin and Herald combined. The infor- 
mation published by Rand-McNally is not 
reliable; they send a proposition to each news- 


PRINTERS’ INK. 


poner saying they will publish it as being the 
eading newspaper if in return the “ leadin 
ee will publish reading notices, eac 
month, setting forth the merits of the Raul- 
way Guide. Oscar AUSTILL. 


“ SepaLia Democrat.” 
Sepauia, Mo., Sept. 5, 1896. 
Editor of Printers’ Ink: 

Under Leading Newspapers in Sedalia, 
Mo., you say the Gazette is the leading paper. 
The Gazette went out of existence about 
Sept. rst, 1895, and has rot been published 
since that date. The Democrat is the lead- 
ing newspaper of Sedalia and Central Mo., 
and has been for a long time ; for verification 
of this statement see American Newspaper 
Directory, 1896, page 576. 

Sepaia Democrat Co, 


Office of t 


a - 
IN BOSTON. 

Boston, Sept. 2, 1896. 
Editor of Printers’ Ink: 

A Boston photographer advertises that he 
takes photos with or without wheels, and also 
announces that bicycles are furnished a: 
studio without extra charge to appear in the 
pictures. Several stores are now offering the 
new $1 silver certificate as change when pur- 
chases are made. Many display them intheir 
show windows and a few Bostoncollectors are 
as them in, thinking this edition will 

ecome extinct and valuable on account of 
the way the word “tranquility ’’ is spelled. 
The Columbia bicycle manufacturers take a 
full page in many of the cycling trade papers, 
but occupy only a portion of the space with 
cuts and display ads. The rest of the page 
is set with news items pertaining to their 
wheel, and the type and headings used closely 
resemble the regular reading matter of the 
paper. GERALD DEANE. 


THE WAY IT ACTED. 


A tailor named Sam Smith, from a country 
place, visited a large wholesale warehouse 
and ordered a quantity of goods. He was 
politely received, and one of the principals 
showed him over the establishment. On 
reaching the fourth floor the customer saw a 
speaking tube on the wall, the first he had 
ever seen. 

“* What is that?” he asked. 

** Oh, that is a speaking tube ; it is a great 
convenience. We can talk with it to the 
clerks on the first floor, without taking the 
trouble of going down stairs.” 

“Can they hear anything that you say 
through it ?”’ 

“ Yes, and they can re 

“You don’t say so! 
“ur” 

“ Certainly.” 

oe visitor put his mouth to the tube, and 
asked: 

* Are Sam Smith’s goods packed yet?” 

The people in the office supposed it was 
the salesman who had asked the question, 
and in a moment the distinct reply came back: 

**No; we have not packed con yet. We 
are waiting for a telegram from his town. 
He looks like a slippery customer.”— 7he 
Waterbury. 


ply.” 
May I talk through 


+e a 
FULLY OCCUPIED. 
Mrs. Jones—I’ve called Louise to dinner 
six times and she doesn’t come! 
Mr. Jones—I guess she doesn’t want any. 
She is reading the bargain sale ads in the 
papers! 
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A READY-MADE STORY. 
Ready-made interviews, in regular stereo- 
typed blocks, are being peddled to_ patent in- 

papers by an enterprising New York 
jousnaliet. One is a talk with a newly ar- 
rived actress, and is quite an improvement 
over the old-fashioned interview that wasted 
so much type and increased the bill in the 
yeas 


“Oh, ever so much’’—with a delightful 
little laugh—“‘I think that people are so 
kind and appreciative, you know.” 

oo“ ?’ 


“That depends. Of course, my stay in 
America will be regulated by my manager, 
but as for myself, I could live here for ever. 

“ iy 


“They are simply beautiful. Our En- 
, anon theaters are so old-fashioned, and the 
ecorations dull and uninviting. There's so 
much more life and sparkle in the American 
theater that one is enthused at once.” 
‘ ”? 


“Much more. But they are kind in their 
criticisms. I just felt like crying last night 
when they called me before the curtain the 
last time.” 


“es believe so. I am sure I shall like the 
West. From all that I have heard they are 
a rugged, whole-souled sort of people out 
there, who, while rough in their ways, are 
sincere in their praise. Oh, yes,1 think I 
would be Id be just perfectly delighted. - 


“Not Not after we were three days out, but 
during the first forty-eight hours I never left 
my berth. It’s an awfully nasty sensation, 
isn’t it ?”” 

To this can be added an interview with the 
same actress when she returns to England. 
It can be put in a very few words, and ought 
to run something like this: 

Had 


“Yea, ial yesterday. Thanks. 


an aw fully jolly time.” 
—?” 


od Oh, they’re a rude lot. They like blood- 
curdling drama. But, to be fashionable, they 
must come. to see all the foreign stars.” 

“ 

Cones) ““Money seems no object. 
That’s the only good point in American audi- 
ences—their willingness to part with their 
cash.”—Pearson’s Weekly. 

FURNISHING THE FACTS. 

Whoever writes an ad that does not give 
facts about the articles advertised, is indulg- 
ing in a species of blind advertising. An ad- 
vertisement really means to inform, and the 
ad that doesn’t inform is no advertisement. 
To take space for the purpose of telling a 
story and then saying nothing is costly 
amusement—costly both to the pocket and 
the reputation. Not only that, but it is fool- 
ing the public, obtaining its attention under 
false pretenses, as it were. If you intend 
paying for the advertisement you expect it 
to pay you, and the only way it can do that 
is by selling your goods. But if you say 
little or nothing about your goods in the ad, 
how can you expect it to self them ? People 
are not buying a pig in a sack, They want 


plenty of information about your stock before 
they will even go to examine, let alone buy it. 
> 
WOMAN’S WRONGS. 
He (reading)—Terms to mail subscribers — 
She (interrupting)—Oh, yes! They always 
get the best of everything.—/own /ofics. 


INK. 
A STUDY OF SUCCESS. 
“* Joshua,” the old man was saying, in an 
effort to divide the a fruits of his ex- 
perience with his young hopeful, ** Joshua, 
always be polite ter evrybody. emember 


ye ain’t no millionaire, an’ ye can’t afford 
” 
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ter put on too many important ways. 
ell, I ain’t so sure "bout that,” was 
the reply. “It seems to me they’s lots o’ 


people standin’ ’round ready ter impose on 
ye ef ye don’t show some spunk. ” 

** Ye hev ter bear lots o’ things in this life. 
But’s work ez counts. Remember the little 
busy bee. He jes’ , keeps a-workin’ an’ a- 
workin’ day in an’ day out. An’ they’s 
mighty few bees, I’m given ter understan’, 
ez can t look back on their lives with satisfac- 
tion an’ be p'inted out ter the neighbors ez 
a success; an’ all because they jes’ keeps 
on a-workin’ an’ a-workin’.”’ 

“That’s so, father. But there’s one trait 
of character ’bout the bee that you ain’t 
dwelt on.”’ 

** What’s that?’’ 

““He don’t ‘low nobody ter sit on ’im.”"— 
Detroit Free l’ress. 


MADE ALLOWANCES, 

“ There is a joke in your paper this week 
that I heard at a variety show two seasons 
ago,”’ said the disagreeable man. 

“What if there is:”” said the publisher of the 
religious weekly. ‘‘Our subscribers never go 
to variety shows.’ ee Sournal. 








Classified Aévertiaomeats. 


Advertisements under this head two lines or more 
without display, 25 centsaline. Must be 
handed in one week in advance. 
WANTS. 


S POKESMAN-REVIEW, 
Spokane, Was ‘Wash. 


a To buy paying daily or weekl 
W24S TP. 8. a With St, New York 





New Yor! 
"TP AXSLATIONS “German. and English. H.C. 
KNIPPEL , 376 Orange St, St., Cleveland, O. 


H D. LA COSTE, special ne 
e ative, 38 Park Row, New York. gh —~4 


PAPERS that lead in their locality represented 
by H. D. Lac 20STE, 38 Park Row, New York. 


T® EVIN DICATOR, y — Ohio, 8.400d., 
. 6,000 w. Wants first-class advertisements 
only. 


DAXTON (Ohioy MORNING TIMES and EVENING 
NEWS, 14,000 daily, create a “‘ want” for prop- 
erly adv ertised goods 


—, — gry F oF the the class of 
people willing best. WM. 
JOHNSTON, 10 Spruce St., ye 
;) DITOR—Newspaper man rience and 
I 4 ability y would Hike charg charge | on ly or weekly. 
RUSSELL, 915 Locust St., Philadelph hin. Pa. 


Wy sate. idea. Who can think oe some 

simple thing to patent! Protec = 
ideas; they may bring you wealth. Write J 
WEDD ERBURN & CO., Patent Attorneys, Wea 
ington, D. C., for their $1,800 prize offer and list 
of two hundred inventions wanted. 


MANUFACTURING concern in_ Chicago 
wants a ¥ ractical man in their advertising 
department. ork consists in writi) 
for display cards, “cireulars, et ideas bo heen ad. 
a witiing cireu , Stat- 
xpected ai AE. . gsre 16,” 
care Lord & ‘Thomas, & s, 4 Randolph . Chicago. 
\ 7 ANTED—Any ompoeaian a manufacturer 
in need of a strictly fi all-around 
man who understands the marketing of mer- 
chandise ata Coenen managing salesmen su: 
fully, the plac: ~~ Fy writing of advertising, in 
fact.a Rion = Je man in apy department of a 
good cc References strictly first class. 
Kddress " “ADVERTISER,” 452 Rookery, Chicago. 
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\ 7 E want a name for our new nervous rem- 

edy and blood —: Will pay $5 for 
the one we use. — somethin, ‘oie the Latin 
or French. Box 7, Boston, 


Cyras of the al men’s So ell stores in 

is city, having extended their premises, 
is desirous of opening extra departments, such 
as ies’ pe Fay cloaks, dresses and millinery, 
art goods, cutlery, crockery and bric-a-brac 
leather goods, trunks, satchels, etc. An excep- 
tional chance for eneuere with some capital. 
Address MR GEORGE, 14 West Baltimore St., 
Baltimore, Md. 


re, 
y™4 mays the best paper weight clock ever ofter- 
for sale. At least, thatis what tne dealers 
all R, The dial is on an angle, so that the time 
is always before you. This is a feature that every 
busy business man will appreciat>. The clock 
part is all right; made by a reliable firm and 
warranted to keeptime. The case is elegant in 
design and hooey plated in gold or silver. 
Have sold lots of them, and my customers are as 
well satisfied as Johson’s uyers are. I will 
do the same as he does—buy them back if you 
are no If you want one send #2 and 4 
will deliver it to you prepaid. 


H. D. PHELPS, 
Ansonia, Conn. 
a 
ELECTROTYPES. 
processes. Designs made. 


( Oye for ads. All 
Write for price. "CHIC AGO PHOTO ENG. 
CO., 79 5th Ave., Chicago 








oe 
ADVERTISIN¢ AGEXC IES. 








F B he wish to advert anything anywhere 








any time, write to the GEO. P. ROWELL 
ADY ERTISING 'Co., 10 Spruce St., New York. 
> 
PAPER, 





\ PLUMMER & CO. furnish the paper for 
.Yi. this magazine. We invite correspond- 
ence with reliable houses regarding paper of all 
kinds. 45 Beekman St., New York. 


ane —_— x 
PRINTERS, 

‘HE LOTUS PRESS, 140 W. 2rd St , N. Y. City. 
(See ad “* Advertisement Construc tors”). 
WeE do neat, n, attractive printing. Cata- 

logues, booklets, pamphlets, circulars, 
cards, etc., executed in the finest style. When 
you want a good job—one that you want } people 
~ look at and read—come to us. vias tS’ 
NK PRESS, 10 Spruce St., New York 
en 
ADDRE. ‘SS FOR SALE. 





50,000 “aranice SF grees fr sl Sox’ F, 


Galena, Kan. 
ISTS of names in any trade, in any country, 


4 $1. Information on any commercial sub- 
t. Credit reports on firms anywhere. In U. 
. $1, in eve $2. - Log America 3. Agents 


tablis! 
wan TRADE FS FINDU STRL AL PRESS, w Goh 
Cc. 


ton, 


nal 
ILLUSTRATORS AND ILLUSTRATIONS 
} SENIOR & CO., Wood Engravers. ede ache 
. 
Columbus, 


St.,New York. Service good aud prompt, 
Ts BUCHER ENGRAVING CO.. 
, furnish best |-col. half-tone for $1. Send 
for proofs. 
REALLY good cuts for advertisers at really 
\ moderate prices. R. L. CURRAN, 150 Nassau 
St., New York. 


On for catalogues, souvenirs and boom edi- 
tions. Write ne praene. BUCHER ENGRAV 
ING Co.,Columbus,O. 


EAUTIFUL illustrations and initials, 5¢. sq. 
inch. Handsome catalogue 10e. AMERICAN 
ILLUSTRATING CO., Newark, N.J 


I RIGHTEN your ad and add to its pulling 
power by putting in an attractive cut. We 
make ’em. CHICAGO PHOTO ENG. CO., 79 5th 
Ave., Chicago. 
your own advertising, illustrating, em- 
tes. Engraved in one minute. 
iculars for stamp. ENRY 
‘East 38d St., New York 





M4k b 
No etchin 
KAHRS, 
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INK. 


NEWS BUREAU. 


RE you going to start a If so, write 
to ASSOCIATED TRA ed INDUSTRIAL 


PRESS, Washington, D.C. pest 
Agentsin every State and country. 
10 years. 


i stablished 





++ 
FOR SALE. 

= Uys lines. 50,000 
8 Wouan” Ss WORK, RK, Athens 


G AME of “ Patriots.” Cop ‘opyright. 
3 stock. Write. Box 17, Dwight, I 


YRINTING PLANTS—Everythi 
er; hess in Coes — in v 
the second hest when the best costs no mone 
AMERICAN TYE PE POUNDE RS’ CO., Boston, N.Y., 
Phila., Balt., Buffalo, Picts., Cleveland, Cinn., Chi: 
cago, Mil., St. Louis, Minn.. Kansas City, Omaha, 
Denver, Portiand (Ore.), Frisco. Buy everything 
in one place, and save mone 'y and trouble. 


copies proven. 
— and 


ng for - 
value. Why 





—_ «o> we 
ADVERTISEMENT CONSTRUCTORS. 
por ADVERTISING CO., Newark, N. Y. 
4 RETAIL ads to new customers for $1. 
GOODWIN, Farmington, Me 
( \ ILLAM & SHAUGHNI 
X 6624,Temple Court, New Yoru. 
| doing grocers and druggists: Got what you 
\ want. Write me. JED SCARBORO, B’klyn. 
yrs only writer of exclusively medical and 
drug advertising. Advice or samples free. 
ULYSSES G. M ANNING, South Bend, Inc 
NTER ged ads 3 written by one who can. 
Samples Send for my sermonette. 
H. AL BERT P CRSHING. South Bend, Ind. 


I ERE’S a bargain: First yoo 
page leaflet, $2; page ¢ 
A. Wé 01 i 


H. L. 








2 oy 63 & 





2 


2 ads, $1; 
Goc 


. $5. 
OL 446 West 


4 






work always. CHA 

Main St., Louisville, Ky 

re cycle manufacturers: For one month only 
I will contract to design ana write your 1897 


catalogue for $20. CLIFDEN WILD, Suite 11084 
Manhattan Bidg., Chicago 


s INCREASE in profits after my 

S100, OOO fin's s ad writing for large 
nA d 4 acturer. Can increase your sales. Write for 
circular. ALBEKT H. SNYDER, Sta. Y, Chicago. 


LL the borders and type used in PRINTERS’ 

INK are at the disposal of people who have 
their advertisements put in type by me. WM. 
JOHNSTON, Mgr. Printers’ Ink Press, 10 Spruce 
St., New York C ity. 


if YSED by Gillam. Cushing for detail in ads, un- 
e equaled Made only by AM. TYPE FOUND- 
ER~s’ CC Send for specime nsto nearest branch. 
7 pt ‘De Vinne (new), with 7-pt. French O. S. No. 
2, is effective. We cater to requirements of ad 
writers. 
ee \ AKING It Pay” is the name of a hand- 
some 44 page booklet that tells retailers 
about my ad writing business. It is an expen- 
sive book, and I do not want fo waste a single 
copy. I will not send it to “curious’ people 
Any retailer, however, may have a copy free if 
he will write to me on his printed business sta- 


tionery. CHARLES AUSTIN BATES, Vanderbilt 
Bidg., New York. 








“HERE is nothing mysterious or miraculous 
about our printing. It is unusual and out 

of the ordinary simply and solely because it gets 
unusual and out of the ordinary treatment. Har- 
monious tints and colors, as well as the type and 
arrangement, are chosen by one whose art edu- 
cation insures perfect selec’ tions. Send for one 
of our booklets, “A Monograph.” THE LOTUS 


PRESS, M40 W. 23d St., N. Y. City. 

4 Ds for trade papers and magazines require 
- more time — thought in Ap paration than 
retail work. harge from to $530 each for 
that sort of PoPrcoon year + aie merely 
enough to warrant me in devoting enough atten 
tion to them to make them strong and attract- 
ive. Write to me about your important work 
Ads that go —_ »xpensive mediums ought to be 
as good as thev can possibly be made. CHARLES 
AUSTIN BATES, Vanderbilt Bldg., New York. 
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ADVERTISING NOVELTIES. 


Fasc LASS, catchy campaigs and other nov- 
elties for ppt) qge emer CYCLEAREA 
COMPANY, 64 Middagh St., Brooklyn, N. ¥. 


IK = the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be 
serted under this head once for one dollar. 





in- 


——— +0 
ADVERTISING MEDIA. 


4( WORDS, 5 times, % cts. — 
Brockton, Mass. ‘Circulation 7 
DVERTISERS’ GUIDE, New ong N.J. 6¢e. 
ya line. Cire’n 3,000. Close 24th. Sample free. 
: OUNGSTOWN (0. ’ VINDICATOR, 8,400 d., 6,000 
. H. D. LACOSTE, 38 Park Kow,N. Y., Rep. 
petkorn COURIER. Cire’n around Detroit 
greater thanany other weekly. The society 
and home paper. 
NY rson advertising ir PRINTERS’ INK 
4\ to the amount of $10 is entitled to receive 
the paper for one year. 








EADING newspapers in Southwestern Ohio 
s outside Cincinnati), ae MORNING TIMES 
and EVENING NEws, 14,09) daily 


|= GENEVA DAILY TIMES, only daily in On 
tario County. Circulates in 30 towns. Sub- 

scription price to farmers $2.00a year. Leadi 

advertising medium in its territory. 


] ILLBOARD ADVERTISING reaches nearly 
every billposter, distributor, sign writer, 
poster printer and fair in the U. 8. and Canada 
m’thly. Sub’n $1 per yr. line. Cincinnati,O. 


25e. 
‘LOTHIERS and men’s furnishers! Publish 
your own paper! Wecan supply you with 
any number of copies of MEN’s ATTIRE at very 
tag rates. Cannot be touched for results. Send 
‘or sample copies and full particulars. LEAGUE 
PUBLISHING CO., Lexington Bldg., New York. 


T= GOLFER for 1897 will be invaluable to 
advertisers of good goods of all descri 
tions. This magazine has the wealthiest client- 

in America. Its home patronage far ex- 
ceeds aay other local publication, and its gen- 
eral patronage embraces the leading advertisers 
of the highest class. If you have good goods, ap- 
ing to the better class, your advertisement 
should be in THE GOLFER. Kates of the agencies 
or THE GOLFER, Boston. 


] RAINS, a weekly journal for advertisers. It 
contains photographic reproductions of the 
best re' advertisements to be found in the va- 
rious publications of the English-speaking world, 
together with many hundred excellent sugges- 
tions for catch-lines, reading matter and best ty- 
phical display of advertisements. The only 
Cereal in the worid devoted exclusively to re- 
tail advertisers and to the men who write and 
set their ads. ters get many good sugges- 
tions for display from it. Subscription price $4 


ing 


ayear. Sample copy of Brains free. Advertis- 
ing rates on a putenen. BRAINS PUBLISHING 
CO., Box 572, New York. 


yop HOUSEKEEPING, 
. Springfield, Mass., 








gives first-class service and appeals to the very 
best class of American housekeeyers, who are 





really the buying class, and hence the most profit- 
able ones to appeal to. 

Woman, as arule, guides the family expendi- 
ture, and makes most of the purchases forall the 
good things of the home. _ 

Hence the well-known and generally accepted 
axiom that “ woman’s good taste and judgment 
unlock the pocket book.” One of the best me 
diums to reach over 59,000 families is Goop 





HOUSEKEEPING. 
Published monthly by Clark W. Bryan Co. 
Address all communications about advertising 
to H, P. HUBBARD, 38 Trmxs Bidg., N Y. 





INK. 
MAILING MACHINES. 


‘| "HE Matchless Mailer ; best and cheapest. By 
I REV. ALEXANDER DIC K, Meridian, N. Y. 
Tea mail list type, has typewriter 
face, large and my is pelt -spacing ; vag 4 
est 10-pt. mail type > acme ler. 
Ree list fnailers. “AM. ‘TYPE FOUND! ° 
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net, 
x0. list of branches under “ For ad 
heat 

, > — 


SUPPLIES. 
7 AN BIBBER’S _ 
Printers’ Rollers. 


op a4 for ceouing. BRUCE & COOK, 190 Water 
, New Y 





"PPE Te leaders of type fashions. AM. TYPE 
FOUNDERS’ CO. Branches in 18 cities. 


ope pe dy: linotype and electrotype met- 


als; SCaprer Gunades ; ; zine plates for Siaael: 
MERCHAN Inc., 517 Arch S8t., Philad 
phia, Pa. 


fi HIS Bs is printed with ink manufac 

e W. D. WILSON PRINTING INK 
co., L Ded, 3 a St., New York. Special prices 
to cash buyers. 


CLASS PUBLICATIONS. 


Advertisements inserted un under this heading, in 
the appropriate class, cost 50 cents a line, for each 
insertion. One line inserted one year, 52 weeks, 
Sor $26, 6 months for $13,3 months for $6.50, or 
4 weeks for #2. For the publisher who does not 
Jind the pone be wants a new heading will be 

y 





made to specially fit his case. 
ADVERTISING. 


BRAINS, a weekly journal for advertisers. It 
contains pacerseme reproductions of the 
best retail advertisements to be found in the 
various publications of the English-speak- 
ing world, ey with many — excel- 
lent si ions for catch-lines, 
and best typc phical display of. 
ments. The only journal in the world devoted 
exclusively to retail advertisers and to the men 
who write and set theirads. Printers get man, 
good suggestions for display —_) it. 
scription price $4 a year. ple copy of 
Brains free. Advertis ning rates on pplication. 
BRAINS PUBLISHING CO., Box 572, New York. 


AGRICULTURE. 
BREEDER AND FARMER, Zanesville, O. 
FARMERS’ HOME JOURNAL, Louisville, Ky., 
goes weekly to 13,600 of the wealthiest farmers 
of Kentucky and Tennessee. 
BAKING. 
THE HELPER, 712 Security Building, Chicago. 
BOOTS AND SHOES. 
“ BOOTS AND SHOES” WEEKLY, N. Y. City. 
EDUCATIONAL. 
THE SOUTHERN SCHOOL, Lexington, Ky., 
sworn circulation 6,092 copies weekly— Aa 
circulation in Ky. outside of Louisville. Official 


organ Ky. and Ala. State Boards of Education. 
Rates and sample copy Sree. 


GROCERIES. 
GROCERY WORLD, Philadelphia, Pa. The larg- 
est paid circulation; the most complete mar- 


ket reports; the largest corps of id corre- 
spondents of any grocery A ,. ublished 
in the world. Send forfree sample copy. 


HOUSEHOLD. 
DETROIT COURIER. Cire’n around Detroit 


greater than a. other weekly. The family pa 
per of the coun’ 




















MEDICINE. 


LEONARD'S agg eye MED JOURNAL, 
Detroit, Mich., has 10,000 each issue ; proved. 
MOTOCYCLE. 


MOTOCYCLE, 1656 Mennénoct Block, Chicago. 


TEXTILE WORLD, Boston. Largest rating. 
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THE PALACES 


NOW ON EXHIBITIONAT 
GEO. KISS 


253 Broadway, - 


Containing the advertisements of America’s most 
least expense for most publicity. DO 





PRINTERS’ INK. 


‘STREET CAR 


ONAT THE OFFICES OF 
SIM & CO., 


Seroe ie Zh 


who wish to reach the Great American Public at 








26 PRINTERS’ INK. 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





(27 Issued every W ednesday. Ten cents a copy. 
a m pee Ss five dollarse year, in advance. 
ix dollars ze oe k numbers. 
aro For ten dollars, in advance, a receipt 
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at the expiration of the time ay om 
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ANY one can understand good pict- 
ures in the ad. 


CONCENTRATION is the secret of suc- 
cess in advertising. 








IT costs as much to be stingy in ad- 
vertising as to be extravagant. 


THERE is no reason why he who ad- 
vertises little may not advertise well. 


Goons that can be sold in any sea- 
son should be advertised in every 
season. 





THE man who thinks he knows all 
about advertising will soon find out he 
has much to learn. 


IT pays better to tell the truth and 
lose temporarily than to state a false- 
hood and lose permanently. 


IT is not the medium that brings 
replies that is valuable; it is the me- 
dium that brings customers. 


THERE are 94 miscellaneous so- 
cieties, each represented by a single 
newspaper, whose combined circulation 
is 252,395 copies each issue. 


ANARCHY, communism and social- 
ism combined are represented by 15 
newspapers, whose total circulation 
each issue is placed at 29,445. 


SEVEN newspapers are published in 
the interests of the building loan as- 
sociations. Their combined circula- 
tion is 17,250 copies each issue. 


A SPRINKLE of humor, a dash of wit, 
a pinch of fun, make good sauce for 
the ad brimful of prices and facts. Al- 
ways be pleasant ; never be cynical.— 
Hat Review, 


THE most trade is secured by the 
best, not the most, advertising. 


MAKE your sentences grammatical. 
The man who is now advertising to 
‘‘send a receipt that will /earn you 
how, etc.,”” is a bad advertiser, because 
he gives people the impression that he 
is ignorant. 


THE growth of the business of the 
Geo. P. Rowell Advertising Co. has 
necessitated opening a Western office 
at 434 The Rookery, Chicago. The 
new branch is in charge of Mr. T. F. 
Kennedy, formerly of the New York 
office. 





THERE are 53 newspapers and maga- 
zines devoted to engineering in all its 
branches and mining. Their com- 
bined circulation each issue is 117,785. 
Locomotive Engineering, a monthly in 
New York City, is given the largest 
circulation of any in the entire class. 
It prints not less than 25,000 copies. 


THE strictly commercial and finan- 
cial newspapers number 161. Their 
combined circulation each issue is 281,- 
270. Two only are rated as high as 
15,000, viz.: Boston Banker and 
Tradesman (15,219) and Philadelphia 
Traffic (15,000). Eighteen of them 
are issued daily and most of the others 
weekly. 





STAYING power is the chief element 
of success. It is the merchant who de- 
termines to ‘‘ fight it out on this line if 
it takes all summer ’”’ that wins in the 
end. All the schemes and dash that 
energy and enterprise can suggest are 
of little avail if not backed by the in- 
domitable ‘‘ pegging away” spirit of 
Lincoln and Grant.—Dry Goods Re- 
porter. 





WITH the November issue A/unsew’s 
Magazine will reduce its advertising 
rates from $500 net, per page, to $400 
per page, with a discount of 25 per 
cent for 12 consecutive insertions. The 
reason given is an endeavor to reduce 
rates to a point that wil] meet the tem- 
porary stagnation and depression that 
prevail in business at the present time. 
It is rarely that we find a publication 
whose circulation is increasing reduc- 
ing its advertising rates, the general 
usage being to raise them constantly 
in proportion to the increase in circu- 
lation. The September issue of Wun- 
sey’s contains fifty-four pages of adver- 
tising. 
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THE ADVERTISING AGENCIES OF published a monthly called 7he King's 


N.Y. CITY 
HERBERT BOOTH KING & BROTHER, 


Mr. Herbert Booth King started in 
the advertising agency business in 
1883. He was then a young man of 
twenty-four and had previously been 
employed by Harper & Brothers in the 
preparation of their advertisements. 
Two years later Mr. King’s brother 
(F. L. King) joined the concern, which 
then assumed the name of Herbert 
Booth King & Brother. Mr. F. L. 
King came from Wall street, where he 
had for eleven years heid positions of 
trust. 

Up to January, 1695, the agency of 
Herbert Booth King & Brother was 
situated at 202 Broadway. When 
these quarters became too cramped it 
was decided to ‘‘move up town.” 
The agency is now domiciled at 32 
East 23d street, where it has a thor- 
ough equipment for the preparation of 
advertisements, including not only edi- 
torial, typographical and press rooms, 
but a thorough art department. The 
artistic merit of the advertisements 





H. B. KING. 


constructed by the King agency has 
often been commented upon ; there is 
an originality and breezy atmosphere 
about them that makes them accept- 
abie to people who read and are con- 
vinced by advertisements. It has been 
the successful aim of the agency to 
make its imprint a guarantee of orig- 
inality and finish. 

For several years the Messrs. King 


Jester, which contained humorous ad- 
vertisements, suggestions to retailers 
and other matter of interest to adver- 
tisers. This publication has been dis- 
continued. The King Brothers started 
the successful periodical called Fash- 
ions, which is published on a co-opera- 











F. L. KING. 


tive plan which has succeeded in giving 
it a large circulation. 

Mr. Herbert Booth King is well 
known in the metropolis and very 
popular among newspaper men. He 
is fond of entertaining, and numbers 
among his acquaintances a host of 
friends, all of whom regard him as the 
‘**best of good fellows.” 





jcnicitlineieasciagiiieaiin 
FREE SHINES. 

“Free shines’ are becoming a great fad 
with shoe dealers in connection with advertis- 
ing their business and drawing the attention 
of probable customers to their store. It is 
not an unusual sight to see a bootblack 
stationed in front of a retail store prepared 
to shine free of charge boots or shoes that 
have the name of the dealer thereon. In one 
city a retailer has a large sign displayed in a 
oom place stating that between the 

ours of 8 a. m. and 12 m. any person could 
have their boots shined free. Phese means 
are employed to attract the attention of the 
people to the stores and to make an impres- 
sion upon the public mind.—Shoe and Leath- 
er Facts. 


> 
IN CLOSE TOUCH WITH THE HOUSE. 
Merchant—I hear you have left the firm 
you were with for the past year. 
Traveler—Yes, they got too close for me. 
Merchant— How so? 
Traveler— How so? Great Scot, man, they 
wanted to give me a salary based on the sales 
I made !—A xchange. 
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LEADING NEWSPAPERS. 
IV. 


To decide which is the leading news 
paper in a place where there are sev- 
eral, is oftentimes a pretty ticklish job. 
The Rand-McNally Official Railway 
Guide for August, published at 174 
Adams street, Chicago, contains a de- 
partment called ‘‘Travelers’ Hand 
Book,’’ wherein may be found short 
stories about States and principal towns 
and cities. The interesting feature of 
this department, that has led to this 
reference to it, is a designation of the 
leading newspaper in a majority of the 
towns described. The information 
seems to have been compiled with some 
care, and the concluding portion of it 
is here reproduced as of considerable 
interest to advertisers. Any one having 
knowledge of facts going to convict 
the ‘‘ Travelers’ Hank Book”’ of error 
is invited to send the same to the editcr 
of PRINTERS’ INK. 





LEADING OKLAHOMA NEWSPAPERS. 
Edmond..........- un-Democrat. 
El! Reno... ... Eagle. 
ee ee Capital. 
Hennessey........ Clipper. 


Kingfisher ........Free Press. 
Democrat. 


Oklahoma City... . Press-Gazette. 
LEADING OREGON NEWSPAPERS. 











ea Herald. 

BRT occceccetséi Astorian. 

Baker City........ Democrat. 

Corvallis.......... Times. 

a eee Guard (daily and weekly). 

La Grande........ Gazette. 

Oregon City....... Enterprise. 

Pendleton .... ....East Oregonian. 

POCA ....00sc000 Oregonian. 

Roseburg.........- Review. 

SR cdecscsvoses Oregon Statesman. 

ee Chronicle. 
LEADING PENNSYLVANIA NEWSPAPERS. 

Allegheny......... Alleghenian. 

Allentown ........ City Item 

yee Mirror. 

Ashland ...... .. Telegram. 

Ashley ......++.++. Observer. 

BEER c cccccscccced vews. 

Beaver Falls...... ribune. 

Bellefonte......... Gazette 

|. ee Star. 

Bethlehem ........ Times 

Blairsville......... Enterprise. 

Bloomsburg......- Daily Sentinel. 

Braddock ........- News. 

Bradford........-- Era. 

er Gazette. 

BE scccccocccccs Times. 

Carbondale .......Leader 

CD be<cocdeseu Sentinel 

Catasauqua. .- Valley Record. 


Chambersburg ..+Fraaklin Repository. 





ee STE Daily Times. 
Coatsville. .Chester Valley Union. 
Columbia.......... News 
Connellsville...... Courier. 
Conshohocken .... Recorder. 

ee, ere Flyer. 

Danville .......... Sun. 
Dubois......+.++++ Express, 
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Dunmore ......... Pioneer. 
BRITE. co scceseses Argus (daily and weekly). 
DR vaspsacesenscas Evening Herald. 
| ee Evening News. 
Gettysburg Compiler. 
Girardville Press-Times. 
Greenville ........ Progress 
Greensburg........ Tribune. 
TROON oscccesces Record 
Harrisburg........ Patriot 
Hazleton .......... Sentinel. 
Homestead... .. .. News. 
Honesdale......... Independent. 
Huntington....... News. 
—o siereee oie Tribune 
<ittanning........ Union Free Press. 
Lancaster.......... New Era. 
ee eee Record. 
EMRIGUB. cocsc cccce Clipper. 
eer Report. 
Lewisburg......... Saturday News. 
Lewiston.......... Democrat and Sentinel. 
Lock Haven....... Democrat. 
Mahanoy City..... Record, 
Mauch Chunk..... Times. 
McKeesport....... Herald. 
Meadville.......... Tribune-Republican. 
Mechanicsburg....Independent Journal. 
Middletown.... ... Journal. 
Minersville........ Free Press. 
Monongahela...... Republican. 
Mount Carmel..... News. 
Mount Pleasant... Journal. 
Nanticoke........ Sun. 
New Brighton..... News. 
New Castle........ Courant. 
Norristown........ Herald. 
SS Derrick. 
| ae Gazette. 
Philipsburg.... ... Journal. 
Phoenixville.. .. .. Republican. 
a Times. 
rare Gazette. 
Plymouth..........Star. 
Pottstown......... News 
Pottsville......... Republican. 
Reading..........Eagle. 
ciccas'esecs News. 
Rochester......... Argus. 
Schuylkill Haven. .Call. 
eee Truth, 
Shamokin......... Dispatch. 
Serr Telegraph. 
Sharpsburg........ Herald. 
Shenandoah....... Evening Hera!d. 
See Local. 
Sctcccevepes Advocate. 
Stroudsburg... .. .. Democrat. 
SGMNMET o.0065 ceses Daily. 
Susquehanna...... Transcript. 
WI to's Sine cad Courier. 
Tarentum......... Sun 
i, | ee Herald. 
i eee Review (daily and w’kly). 
Po scestecens Herald. 
Uniontown.. .. ... News Standard. 
We coc dosed Evening Mirror. 
Washington....... Reporter. 
Waynesboro ...... Village Record. 
West Chester...... Local News. 
Wilkes Barre...... Record. 
Wilkinsburg ...... Call 
Williamsport...... Sun. 
OEE cseiecccececes Dispatch. 
LEADING RHODE ISLAND NEWSPAPERS. 
NS eee Phoenix. 


East Greenwich...Rhode Island Pendulum. 
East Providence...Eagle. 





Note.—The characterization of the papers 
designated here as the leading ones in the 
towns named is that of the Rand-McNally 
Travelers’ Hand Book for August, 1896. 





/ 
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Narragansett Pier. Herald. 








Newport.......... News. 
Olneyville.........Times. 
Pawtucket Times. 
Providence Journal 
Warren...... Gazette 
Westerly .... Tribune 
Woonsocket Reporter. 

LEADING SOUTH CAROLINA NEWSPAPERS. 
BEE 006000 sccevs foment and Review. 
Anderson..... . Intelligencer 
Camden . . Wateree Messenger. 







Charleston .. News and Courier. 


Columbia.. . State. 
Darlington... . News. 
Florence... .... Messenger. 


Times. 
.. News. 


Georgetown... 
Greenville.... 













LAMPERE...00000000 Advertiser. 

Newberry ........ Herald and News. 

Orangeburg....... Times and Democrat. 

RO Bess oes id Herald. 

Spartanburg....... Herald. 

Se Watchman and Southron. 
LEADING SOUTH DAKOTA NEWSPAPERS. 

Aberdeen.......... cst 

Brookings... 


“Black Hills Times. 


Dead wood .. 


Hot Springs. . Star. 

a euesnia -. Huronite. 

ee ... Tribune. 

Madison oenecennss Leader. 

eee: Republican. 

Pierre... ..-Capital. 

Rapid City........ Journal. 

Sioux Falls........ Argus-Leader. 

Watertown ...Public Opinion. 

Vet sc cseneces Press and Dakotan. 
LEADING TENNESSEE NEWSPAPERS, 

a Post. 

Bristo!..... ...Courier. 

Brow nsville . -- Democrat. 


Seeenenys -- ococos En 








Clarksville. . : Leaf Chronicle. 
Cleveland... 

Columbia . 

Dayton .... 

Dyersburg........ Neal’s s . State Gazette. 
Fayetteville....... Observer. 

PrG > sccccnsss Review-Appeal. 
Gallatin..... ... Tennesseean. 
Humboldt .. .. Messenger. 
Jackson..... yhig. 





pone gg ee Comet. 











noxville.. .- Tribune. 
Lebanon .. .. Democrat. 
Memphis.... .- Commercial. 


. Gazette. 
. Free Press. 


Morristown ... 
Murfreesboro . 





















Nashville ..... - American, 
Paris......+- .--Post Intelligencer. 
Pulaski...... .-Citizen. 
Rockwoo Times. 
Shelbyv ille. Gazette. 
Tracy City.....06 News. 
Tullahoma........ Guardian. 
Union City........ Democrat. 
Winchester... .... Home Journal. 
LEADING TEXAS NEWSPAPERS. 
BUND 60600000025 News. 
Austin -Statesman. 
Beaumont ... Enterprise, 
PE <20ss oeeene ..News. 
BOGRAM 2.000 cecces Farmers’ Review. 
Brenham........-- Banner. 
Brownsville .......Herald. 
Brownwood ... . Bulletin. 
‘Pilot. 
Citizen Democrat 
Citizen 
Somes Christi ....Star. 
Corsicana .........  .Courier- Light. 


eee Herald. 
Denton... Chronicle. 
Dublin. Progress. 
Eagle Pass okeas -Guide. 
2, ae - Times. 
nnis .++++-Meteor. 
Fort Worth . .. Gazette. 









Gainesville... 
Georgetown . 
Greenville 
Henrietta... 
Hillsboro .. 
Houston... 


... Register. 
--- Sun, 

..» Banner. 

.. Chieftain, 
.. Mirror. 

Post. 


[ee pee > nse 
sampasa3.. eader. 
OS EOE: Daily Times. 
Mc ccacasenesn Ball. 
Marshall.......... Morning Star, 
McKinney......... Democrat. 
Navasota ..... ..- Tablet. 
Orange..... - Tribune, 
Palestine...... Semi-W 


Pe incis0see 
San Angelo.. 
San Antonio..... 
San Marcos.......Texas Democrat. 
Sherman...... . Register. 

Sulphur Springs. ..Alhance Vindicator. 


.. Standard, 
..Express. 





Taylor exan, 

Temple .-Saturday Sun. 
Terrell Times-Star. 

.5 0. eee Democrat-Reporter 
re Guard. 


..- Advocate 

. -Day-Globe. 
.. Enterprise. 
- Tribune. 


Victoria . 
Waco... 
Waxahachie. 
Weatherford... 


Wichita Falls..... Herald. 

LEADING UTAH NEWSPAPERS. 
Brigham Bugler. 
Eureka .. .-Tintic Miner. 
Logan... Journal. 
Mount Plea ...Pyramid. 





re Courier. 
-Standard. 
- Record. 
.-Globe. 
Provo Cit oi ng 
Salt Lake ‘City. - Tribune. 











Sp: anish Fork. -Sun. 
Springville........ ‘ndependent. 

LEADING VERMONT NEWSPAPERS. 
Rr ore Granite City. 
Bellows Falls......Times. 





- Reformer. 

.. Union. 

- Free Press. 

- Reformer. 
..Vermont Record. 
-- Journal, 

-Argus and Patriot. 
- Herald. 


Bennington.. 
Brandon.. : 
Burlington... aes 
3rattleboro.... 
Fair Haven... 
Manchester. 
Montpelier. . 
~——- us 


Albans. .. Messenger. 
St Johnsbury. .. Republican. 
i eee Journal. 

LEADING VIRGINIA NEWSPAPERS. 

Alexandria. ...... Gazette. 
Bedford City...... Democrat. 
Charlottesville..... Progress. 
Danville .......... Register. 


Farmville . . Herald. 
F redericksburg. ... Free Lance. 











Hampton ..... ew 
Harrisonburg.. Spirit of the Valley 
Lexington..... Gazette 
EMeccccescsesed Courier, 
Lynchburg..... . News. 


Note.—The characterization of the papers 
designated here as the leading ones in the 
towns named is that of the Rand-McNally 
Travelers’ Hand Book for August, 1896. 
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Manchester........ Leader. } ana .....Wisconsin Free Press. 
Newport News....Sun. Oconto.. .. Reporter. 
Norfolk...... .. Virginian. Oshkosh . Northwestern. 
Petersburg.........Index Appeal. Platteville. .. ..Witness. 
Portsmouth. .- Progress. Portage.....+.0+0- Democrat. 
Richmond. . ..- Dispatch. — du Chien .. Union. 
Roanoke.. -- Times. : ov ae. 
Salem...... .- Times Register. Shieiionites.. --New North. 
Staunton. . -. News. Ripon.......-- . .Commonwealth. 
Suffolk..... . . Progress. Sheboygan 

West Point........ Virginian. SPAPAR 0000... 0s0iee 
Winchester........Times. Stevens Point..... 
Wytheville........ Enterprise. Stoughton ... 


LEADING WASHINGTON NEWSPAPERS 











Aberdeen . ........ Bulletin. 
Centralia. .. News, 
Chehalis ... Nugget. 
Cheney... ntinel. 
Colfax .. Commoner. 
Dayton...... . Chronicle. 
Ellensburg. . . Capital. 
rere News. 
Fairhaven......... Herald. 
Montesano..... .. Vidette. 
New Whatcom.... Reveille. 





North Yakima..... Yakima Herald. 
Chyanala..ccccccess Olympian. 

Port Townsend.... Leader. 
Commerce. 
..Post-Intelligencer. 
. Democrat. 

















. Review. 

-- Mail. 
PB cvccccccces Ledger. 
Vancouver ........ Register. 
Walla Walla....... Statesman. 

LEADING WEST VIRGINIA NEWSPAPERS. 
Charleston ........ Kanawha Gazette. 
Charlestown ..... aig s Advocate. 
Clarksburg..... News. 

Grafton - Leader. 

Hinton Independent Herald. 
Huntington Advertiser. 
Keyser....... Tribune. 
Martinsburg ...... World. 
Moundsvilie....... Herald. 


New Cumberland . Independent. 
Parkersburg ...... Daily State Journal. 
-Herald 








Piedmont 3 q 
Wellsburg... ..Pan Handle News. 
Wheeling Intelligencer. 
LEADING WISCONSIN NEWSPAPERS. 
POND 008 0sc000000 Republican. 
Appleton........++- pe Crescent. 
Ashland........ ..Press. 
Baraboo — 
Beaver Dam....... Argus. 
Beloit......csccee. Free Press. 
Beslin.....ccces- . Journal. 


Black River Falls. Post. 


Chippewa Falls ... Independent. 
Columbus ........ Republican. 
De Pere. .....c00e Democrat. 
Eau Claire........ Leader. 


Reporter. 

. Gazette. 

..Star and Times. 
-Gazette, 










efferson....... .-Banner. 
aukauna...... ..Sun. 
Kenosha....... . Gazette. 
La Crosse...... .. Press 
Madison. ........ Democrat. 
Manitowoc..... .- Pilot. 
Marinette... J 
Marshfield . . 
Menasha. . Saturday Evening Press. 
Menomonie . : . News. 
Merrill...... - Advocate. 
Milwaukee.. . Sentinel. 
Mineral Point. ... .Democrat. 
See Evening Times. 
ee Times. 









Superior .... 


Two Rivers . Chronicle. 


Washburn.... ....Itemizer. 
Watertown........ Gazette. 
Waukesha.. ..Freeman. 
Waupun........... imes. 
Wamtae oocoseccese Pilot Review. 
Whitewater ....... Register. 


LEADING WYOMING NEWSPAPERS, 











Carbon.... Black Diamond. 
Cheyenne.. .. Leader. 
Evanston.. ..New Register. 
Green River....... Star. 

New Castle....... News Journal. 
Laramie .. - Boomerang. 
OS eee ournal. 

Rock Springs......] liner. 

LEADING BRITISH COLUMBIA NEWSPAPERS. 
LTE Free Press. 
New Westminster.Columbian. 
Vancouver World. 
earn Colonist. 


LEADING wae NEWSPAPERS, 


Portage la Prairie. Manitoba Liberal. 








Winnipeg ..... Manitoba Free Press. 
LEADING NEW BRUNSWICK NEWSPAPERS, 

Chatham.......... World 
Fredericton ....... Gleaner. 
Moncton........... Times 
St. Andrew’s...... Beacon. 
Be, Fees cccccecces Telegraph. 
Woodstock ........ Press. 
LEADING NORTHWEST TERRITORY NEWSPAPERS. 
Calgary ....ccseee. Tribune. 
Prince Albert .....Times 
RegiNA. 000000. .. Leader. 

LEADING NOVA SCOTIA NEWSPAPERS. 
Amherst ......-+.- Pre 
Dartmouth.. ‘ " Atlantic Weekly. 
Halifax . Herald 















Lunenburg... A rgus. 
New Glasgow...... Enterprise. 
TIM. c6s00 00 Colchester Sun. 
VYarmouth......... Times. 

LEADING ONTARIO NEWSPAPERS. 
Almonte.. . Gazette. 
Arnprior.. ..Chronicle. 
Barrie...... .Northern Advance. 
Belleville.. ..Ontario. 
Berlin. . . News. 
Bowmanville.. ....Canadian Statesman. 
Brampton......... Panner, 
Brantford... -Expositor. 
a: peeonevan Times. 
Chatham.. “Planet (daily and w’kly). 
Cobourg...... .. Sentinel. 


- Bulletin. 
. Standard. 
- Tribune. 


Collingwood.. 
Cornwall.... 
Deseronto .. 












Dundas.. ... ‘True Banner. 
Rr ..Reformer. 
Gananoque ° ournal. 
Goderich ...ccccess Signal. 
Guelph .. .Mercurv and Advertiser. 


Norte.—The characterization of the papers 
designated here as the leading ones in the 
towns named is that of the Rand-McNally 
Travelers’ Hand Book for August, 1896. 
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Hamilton.... . ...Spectator. 
Ingersoll...... .... Chronicle. 
Kingston.....-....News. 
Lindsay........... Canadian Post. 
Napanee.......... Beaver 
Niagara Falls..... -Review. 
QRAWE -ocece cace . Free Press. 






Owen Sound ..-Advertiser. 
Pembroke. .-.Observer. 
Perth... coccccces Courier. 
Peterborough...... Review. 
Petrolea...... .... Topic. 
er - Times. 
Port Hope......... Times 
Sate ccccssscces -Observer. 
Smith’s Falls...... News. 

St. Catharines..... Standard. 
St. Mary’s.... .... Journal. 
St. Thomas. . .Journal. 
Stratford..........Herald. 
Strathroy........ .Age. 
Ts cans eaed Globe. 
Walkerton. . Herald. 
Windsor...... .....Record. 


Woodstock ........Sentinel-Review. 
LEADING PRINCE EDWARD ISLAND NEWSPAPER. 


Charlottetown.....Guardian. 
LEADING QUEBEC\NEWSPAPERS. 

Contioeshitsc.e. +0 Observer. 

| Dispatch. 

Montreal...... | lM 

Quebec ...........Telegraph. 

Sherbrooke Gazette. 





Sorel ....... 
St. Johns ..... eoee 
Note.—The characterization of the papers 
designated here as the leading ones in the 
towns named is that of the Rand-McNally 
Travelers’ Hand Book for August, 1896. 


7o 
IN BOSTON CHINATOWN. 

The proprietors of the Chinese restaurants 
along Harrison avenue seem to have acquired 
modern methods of doing business. The 
eating houses there have sprung up in large 
number in a year or two, and competition for 
the trade of the Melican man is now quite 
keen. One institution on the street floor has 
determined to bid for custom in the Yankee 
way, and in its window may be seen two 
placards, one of which reads: 





LI HUNG CHANG, 
Our Great STATESMAN, 
Eats Same Sort Chop Soy We Give Here. 





And its immediate neighbor declares: 





SAME KIND CHOP SOY 
COOKED AT PEKIN PALACE ARE 
SERVED HERE. 











If this is not using the present visit of the 
viceroy to good advantage, let us have a bet- 
ter sample, even from the advertising Ameri- 
can.—Boston Traveler. 

THE REPORTER. 

The reporter makes the American press 
what it is to-day. It is he who writes the 
paper. Every great newspaper is interesting 
or dull, good or bad, in proportion to the 
collective ability of the reporters on its staff, 
and to the dash, energy and brains of the 
men at the “‘ desk,’’ who were once reporters 
themselves, and who are valuable at the desk 
in proportion as they were valuable as re- 
porters.—L. /. | ance, in The Bachelor of 
Arts. 


NOTES. 


Mr. H. D. LaCoste has been appointed 
Eastern representative of the St. Joseph (Mo.) 
Herald. 

Tue September issue of the Druggists’ Cir- 
cudar is said to contain more original articles 
than have ever been published in a single 
issue of any pharmaceutical journal. 

Tue Journal has a novel and useful ad- 
vertisement in the shape of a small iron bar, 
which is used as a paper weight on news- 
stands, and prevents the papers blowin 
away on stormy days. Stamped on the meta 
in prominent letters are the words, ‘‘Buy the 
Journal.” 

Aw Eastern grocer recently advertised that 
any man who takes two drinks of whisky a 
day for a year, at a cost of ten cents each, 
can, for the same money, have at his store 30 
sacks of flour, 220 pounds of granulated sugar, 
72 pounds of good coffee and $2.50 in ph as 
a premium on the transaction. — Chicago 
Grocer. 








> 
BUSINESS IS BUSINESS. 

A good deal of unnecessary indignation is 
sometimes manifested by merchants when 
asked to give a statement of their affairs by 
those from whom they ask credit. A case 
in point was that of a dealer who was obliged 
to close up through loss from fire. Shortly 
after he asked for credit to assist in re-estab- 
lishing himself in business, but when request- 
ed to furnish a statement of his affairs posi- 
tively refused to do so, although complaining 
bitterly of the apparent lack of confidence in 
him by those with whom he desired to deal. 
In a great measure this state of things was 
his own fault, for though others sympathized 
with him in his misfortune, stiil they were 
bound to protect themselves. Business is 
business.—Shoe aud Leather/ acts. 

FOR SALE IN NOVEMBER. 

There is a huge signboard erected by an 
enterprising real estate firm near the North- 
western right of way, just beyond Fort 
Sheridan. Suburbanites smile every time 
they glance toward it. This is the inscrip 
tion that meets their gaze: 





‘Tuts Property Is Not For Sate 


UNTIL 
M’KINLEY AND HOBART, 
Honest Money anp Protection, 
| Wr. 





—Chicago / ost. 
NOT COMPLIMENTARY TO 
REPORTERS. 

A rural Georgia preacher, finding the 
weather too warm, pulled off his coat and 
preached in his shirt sleeves. After the ser- 
mon a good brother, thinking an editor who 
was present would make a sensation of the 
incident, said to the parson: 

“T don’t suppose you knew, when you 
pulled off your coat to-day, that one of them 
newspaper fellers was in meetin’?”’ 

** Yes, I did,” replied the preacher. “ But 
I had my eye on it all the time! ""—A tanta 
Constitution. 


an 
SUPERSEDED. 
“It is simply astonishing the way the bi- 
cycie is displacing the horse !”” : 
“It is, indeed. Yesterday I found a piece 
of rubber tire in my sausage.”’—< incinnati 
Enquirer. 





| 
| 
i 
: 
| 
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lets, novelties, catalogues. 





ADVERTISING IN GENERAL. 


I happen to know the story of a pro- 
prietary medicine that made a stir in 
the world a few years ago. It was a 
consumption cure. It was really a good 
thing. It actually cured some cases 
of genuine consumption, after they had 
been given up by physicianslike Loomis 
of New York and Ingals of Chicago. 
The secret formula and methods were 
the product of an eminent Western 
physician—a man who had held high 
positions in colleges and hospitals, who 
had gained the respect of the profes- 
sion, and who until the announcement 
of his ‘‘cure’’ had always been strictly 
‘“egular.” 

During the first two years and a half 
this medicine paid its proprietors enor 
mous dividends. Then it dropped out 
of sight. Nowadays one seldom hears 
of it. Why? Not because it was not in 
some small measure, at least, what was 
claimed for it. Simply because its ad- 
vertising had a ‘‘lie” for a basis and 
deception for a policy. 

The ‘‘lie’’ was a continual repeti- 
tion of the claim it was a regular med- 
icine, indorsed by all physicians, 
everywhere. The deception was the 
effort to make people believe that all 
its advertisements were unpaid news 
publications. 

Both falsehoods worked for a while. 
The doctors, relying upon the emi- 
nence of the physician whose name it 
bore and upon the assertion that in 
due time the formula would be made 
public, took up the medicine and 
boomed it. The public for a time be- 
lieved that the advertisements, which 
were skillfully disguised and published 
as pure news matter, were really what 
they purported to be. While the false- 
hoods worked the business boomed ; 
but they didn’t work long. The 
“regular” doctors found that they 
had been hoodwinked and deceived 
into indorsing something that, no mat- 
ter how meritorious, they would have 
ignored had they known the formula 
were to remain secret. 

The disapproval of the ‘‘ regular” 


DEPARTMENT OF CRITICISM. 
By Charles Austin Bates. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems and 
to offer pee for the betterment of this department. 
tising will be criticised a frankly and fairly. Send your newspaper ads, circulars, book- 

‘ell me your advertising troubles—perhaps I can 









Anything pertaining to adver- ; 
lighten them. 





physicians would not have amounted 
to much, had not the promoters per- 
sisted in their original assertion that 
the medicine was indorsed and pre- 
scribed by all physicians. This asser- 
tion from a semi-lie had degenerated 
into a double-dyed falsehood of huge 
proportions. Not one physician in 
5,000 would either indorse or prescribe 
it, now that it was recognized as a secret 
remedy. This fool assertion practically 
invited, or rather urged, every pro- 
spective purchaser of the medicine to 
go and ask his physician about its 
merits. Of course, the physician cussed 
the medicine in round terms, and ad- 
vised the prospective purchaser not to 
touch it with a forty-foot pole. Every 
time this happened, and it happened 
about every time, a customer was lost. 

Thoroughly mad over the successful 
trick played upon them, the “regular” 
doctors proceeded to expose upon every 
possible occasion, by tongue and pen, 
the deceptive feature of the medicine's 
advertising. The public soon realized 
that it had been fooled on two points, 
and naturally came to the conclusion 
that it was being fooled on all others. 

Thus was a good thing slaughtered 
in itsown household. Oh! my brothers, 
wiil you never learn that it don’t pay 
to lie, that it won’t pay to lie, and that 
it can’t pay to lie. The plain, simple 
truth about this medicine was big 
enough, broad enough, and enough. 
An undiscovered lie is bad enough— 
in this case it was a lie persisted in 
after every reading man and woman in 
the country knew that it was a lie. 

It is possible that this ‘‘ good thing ” 
might have been saved, after the doc- 
tors abandoned it, if it had been 
promptly put before the public on a 
basis of truth. Had this been done, 
even the ‘‘regular” doctors in time, 
forced to recognize its merits, might 
have ceased to abuse it, and when a 
sufferer asked about it have said, as 
they do about many meritorious pro- 
prietary medicines: ‘‘Oh, I cannot 
prescribe it, but it will do no harm to 
try it.’’ 

A lie advertised isa boomerang that 
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will eventually knock out the adver- 
tiser. Every time. 
# * 


RETAIL ADVERTISING. 


J. F. Brown & Co., of Toronto, are 
house furnishers and sell on credit. 
They follow a system of bookkeeping 
which they have patented. They 
think it is the best system in the world. 
Their idea is that it would be a good 
thing for every house in the same 
business to follow the same method of 
keeping accounts. They have there- 
fore issued a sixteen page booklet that 
tells about their patent system. This 
booklet is mailed to furniture dealers 
in the hope that J. F. Brown & Co. 
may interest them to the extent of sell- 
ing the books necessary to operate 
their patent system. 

I have received a copy of the book- 
let and am asked to criticise it. It is 
entitled ‘‘ The Backbone of Business,” 
and the cover is quite attractive. The 
printing inside is not as neat and in- 
viting as it might be. There is not 
enough margin on the pages. Perhaps 
there is a little too much reading mat- 
ter in the booklet, but it is well writ- 
ten. The reading matter is broken up 
into paragraphs in such a way as to 
look inviting and readable. There is 
quite a bit of philosophy in the book- 
let, and on the whole I think it first 
rate. I reproduce some of the matter, 
because portions of it can be used by 
other readers of PRINTERS’ INK: 

THE BACKBONE OF BUSINESS. 

There is a system in everything, even in a 
junk-shop. J 

Without system there is nothing and any- 
thing without system is nothing. 

A store is something or nothing according 
to system. 

Good stores have good systems. 

The best stores have the best systems. 

The store does not make the system, the 
system makes the store, and the best system 
makes the best store. 

But stores differ, so systems must differ. 

The success of a store, as far as inside man- 
agement is concerned, depends on details. 

On carefulness in looking after the little 
things. 

On accuracy in having everything in black 
and white. 2 

On not trusting to memory for anything. 

On having items so check each other that 
forgetfulness, carelessness and dishonesty are 
impossible, and money-leaks thereby are 
stopped at once and forever. 

Leaks are bad anywhere, but in business 
they are dangerous. 

The proper system will stop the leaks, and 
the proper system is one of keeping books 
and accounts. 

There is one system specially adapted to 
Furniture, Carpet, Stove and Housefurnish- 
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ing stores, and that is the one we wish to tell 
you about. It has the approval and admira- 
tion of the most expert accountants. 

We propose to give the trade at large the 
benefit of it. 

The system is inexpensive 

It gives a balance in a moment. 

It “trues ’’ your business every month. 

It sweeps things clean as you go. 

It saves referring back, by a special device 
keeping all accounts in view. 

it prevents confusion or mixing of accounts. 

It make it impossible for clerks or account- 
ants to manipulate the figures, to forget an 
entry or to miss a single item in the day’s 
transactions. 

It saves time and saves money, not only in 
theory, but in cold cash. 

It shows at end of each month how much 
you have sold, how much you have disbursed, 
how much cash you have received, how much 
there has been in discounts or in goods re- 
turned, and the amount in bad debts. 

Is it not to your interest to know in a mo- 
ment, if need be, just what your assets and 
liabilities are ? 

The safety automatic system is easy, 
simple and complete 

It does not require an accountant or high- 
priced bookkeeper. 

Anybody with intelligence can operate it. 

A good bookkeeper will appreciate it at 
first sight. 

Anybody else can learn it in a day. 

What it has enabled me to do, it will en- 
able you to do. 

The system is not for sale, but 

You can buy the books necessary to oper- 
ate it. 

I only charge you what the books would 
cost you ma opin else, so practically 

You get the system and my ten years’ ex- 
perience free. 

he system is patented and I will pro- 
tect it. 

I offer its use at such a bargain it would 
not pay to try to duplicate it. 

My own business shows how the Safety 
Automatic System has helped me. It will 
do just as much for you. 

It is needed in small stores as well as big. 


** 


Mr. Marvin Lincoln, of Malden, 
Mass., is a manufacturer of artificial 
arms. Printed upon his business sta- 
tionery is the following : 
70 whom it may concern: 

I shall be pleased to assist 
to a thorough knowledge of the merits of my 
Artificial Arms. My long study of the vari- 
ous forms of amputation of the human arm 
and hand (since 1863) and my uniform suc- 
cess in the application of the artificial substi- 
tute, enable me to say that my arm equips 
the person who has lost an arm or hand, or 
any part of either, the most completely and 
relia ly of any, whether for the Field, the 
Workshop, the Office or the Parlor. I so- 
licit the most careful and thorough investi- 
gation. 

Mr. Lincoln apparently claims to 
make better artificial arms than any- 
body else, although he has struggled 
through a fearfully and wonderfully 
made sentence to say so. His business 
is one, I think, in which all armiess 


and handless people would be vitally 


ou in any way 
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interested. I should think he would 
jump at the opportunity to get into 
communication with such people. 

It seems, however, that Mr. Lincoln 
does not believe in letting people know 
what good artificial arms he makes. 
He seems to think that, by some mys- 
terious means, afflicted people will 
learn of his whereabouts and his busi- 
ness. The Chicago Press Clipping 
Bureau wrote to Mr. Lincoln, and pro- 
posed to furnish him with a daily re- 
port of amputations throughout the 
country. The Chicago concern nat 
urally presumed that such a report 
would be of great value to Mr. Lincoln 
in advertising his business ; but Mr. 
Lincoln answered the Press Clipping 
Bureau as follows : 

Lincoitn’s ARTIFICIAL ARM, ) 
38 Sprague Street. 
MALDEN, Mass., Aug. 31, 1896. } 
Theo. Wiese, Manager, etc. : 

My Dear Si1r—I return herewith the sam- 
ple of your last issue of daily report of am- 
putations, etc. only manufacture arms, as 
you will see by the above heading, and I do 
not go into any scramée for patronage 
ino take such as comes to me from my 
reputation as a manufacturer. I have been 
before the public in this specialty since June, 
1863, and turn my back to no manufacturer 
in the world. I am represented by my work 
in both sections of this continent and in al- 
most every country on the Eastern Continent, 
and only want such patronage as comes to 
me as above stated. I make the foregoing to 
show you that your publication will be of no 
practical value to me. Very truly yours, 

Marvin LIncoLn. 


I am giving considerable space to 
this matter because there are so many 
other men just like Mr. Lincoln. They 
possess a false modesty about adver- 
tising. 

Advertising is not a scramble for 
patronage. It is business news. It 
conveys information that is often of 
far more value to the publ c than to 
the advertiser. Mr. Lincoln’s ideas 
are exactly wrong. He should do every- 
thing in his power to let the afflicted 
people know that he can heip them. 
It is manifestly many times more im- 
portant for an armless man to know 
about Mr. Lincoln’s Artificial Arms, | 
than it is for Mr. Lincoln to tell him. 
What is needed is some method to put 
the armless person into communication 
with the manufacturer of the artificial 
arms. Advertising in some way is 
necessary. Reputation alone won’t do 


Mr. Lincoln is certainly not in busi- 
ness for fun. He is in it to make 
money. He can make more money by 
advertising his business than he can | 
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by his reputation. In refusing to do 
business with a concern that will put 
him into communication with the very 
people he wants to reach, he is doing 
something that ‘‘ Passeth all under- 
standing.” 


*% 
* 


READY-MADE ADS. 


{I do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
aie to the author when he is known. Contri- 

utions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—C. A. B.]} 





For a Hatter. 


We Put 
This Here 


because you’ll see it. This is an 
invitation to look at our New Fall 
Derbys. 

We'll be really 
look—because the 
to-morrow’s buyer. 

$1.90 ’stead of $2.50. $2.40 ’stead of $3.00. 


pad to have you 
ooker of to-day is 





‘or a Clothier. 


Different 
Ways of Talking! 


Some people talk with their mouths, others 
with their fingers. We talk through our 
goods. No matter how much we talk about 
the goods, if the goods did not speak for 
themselves, all our description would fall flat. 

No such value anywhere as our All Wool 
Men’s Suits at $6, $8 and $10. If you call 
in you will see for yourself. 

We can fit your boy in a Nice, Stylish 
Suit from $1.50 upwards. 


For a Laundry. 


Do You Know 


F that we can do your family wash- 
ing for you better than you can do it 
yourself, and cheaper, too. We have 
new special machinery for this special 
purpose. One of these machines will 
iron 1,000 sheets and tablecloths every 
day and not leave a wrinkle in any of 
them. Try us and be convinced that 
our work and prices are all right. A 
postal card will bring the wagon to 
your door, no matter where you live. 

We are up to date on all other kinds 
of work. 


For Wall Paper. 


We 
Are 
Candidates 


for business and this week we are talking 

about Wall Paper. We want you to buy 

your paper of us. If you are one of the 

people who are building houses this year, 

come in and see how cheap we can sell. Our 

stock is full of the new styles and new designs. 
PRICES, 4 CTS. TO $2.00, 
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THE BUSY ADVERTISEMENT. 

The advertisement and the gas meter have 
many points of similarity—both work day 
and night, in good weather and bad, and 
neither gets drunk.—£éectrical Review. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advauce, 








CALIFORNIA. 


QOCTHERN CALIFORNIA’S matchless paper, 
® Los Angeles Tires. Cire’n over 18,000 daily. 





IOWA. 


Dr ctrcaia HERALD, founded 1836. Family 

GB yy} up to date ; circulation steadily 
increasing. Is it on your list ! 

W EEKLY SENTINE 
yeper. ont home _ 











Carroll, “twelve-page 

t, largest circulation 
of any weekly in coun’ Guaranteed by Row 
ell. The DAILY SENTINEL is the only daily in one 
of Iowa’s best counties. Rates low, perhaps not 
so low as rs with half the. circulation but 
~— are on circulation, and pay adver- 

rs. 





KENTUCKY. 


OUISVILLE SUNDAY TRUTH, 12 060 copies 
4 each issue. Thoroughly covers the homes 
of the city and suburbs. Now in its twelfth ve. 
Send for rates and oo of TRUTH to H. LA 
COSTE, 38 Park Kow, New York, Special UL. 
paper ‘Representative. 


THE FARMERS’ HOM — AL, LOUISVILLE, 


oes to the better class of farmers and stockmen 
Kentucky aoe Tennessee every week. It is 
read and tru: them as their business paper. 
It was etablished in 1865. Its readers ary 
have money to buy what ney see advertised 
they want it. Sample copy free. 


MICHIGAN. 


I Brnoee COURIER. Circulation around De- 
ter than other weekly. The fam 
ily a... “ Wayne County. 


-f ACKSOn (Mich.) PATRIOT, morning, Sunday 
and twice a week ; also EVENING Press. The 
leaders in their respective fields. Exclusive 
ay Press franchi: 




















paper 
iments. biol peading advertisers in the country 

roppees in their a Sel 
tion of H. D. ary COSTE, 38 Park Row, 
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Beer anron LEADER, the home paper, filled 
full of live local and general news ; no boiler 
plate,no fake features, but a clean and eee. 
mate r¢ ding the fid of its 
ency. 
BR ™GHaNtTon LEADER, first-class penny 
afternoon paper. 











that city, command res and confi- 
dence 01 ers a ne nee alike, both at 
home and abroad 


veneer reulation covering 

every issue 1895, no, ily Php im | 6,600. More 

circulation week n 
weeklies com mmbined anna che 

SPKCIAL AGENCY, Sole gts pa. Adver- 

tising, New York and Chicago. 


B oneal 4 ber d journal for advertisers. 





It 





of the 
rtisements to be found in the va- 
~ m rious publications of the English-speaking world, 


with pacy hundred —- i; jeeee 
readi: 


trons for aa lines, ng matter best ty- 
of advertisomenta, “The iy 
journal in the a were d devoted exclusively to re- 








ae and to the men ay 3, a 
tic a on. a. . el eg ech price $4 $4 
pe or disp! m it. Su on 
Sample copy of Brains free. vertis- 

tn >oasen on application. BRAINS PUBLISHING 
c Box 572, New York. 

NORTH CAROLINA. 
‘7; HE NEWS is not only the only afternoon pa- 

r in Charlotte, a city of 19.651 population, 
but J bee a At > ion in this rity than 


any ot same is true of the ES’ 
(wsekty) iroulation. in Mecklenburg County. 
© NEWS and TIMES combined have more circu- 
lation in Charlotte and Mecklenburg 
other three eee. Advertising rates are 
sonable. W.C. DOWD, editor and proprietor. 


OHIO. 


[4 zr0s MORNING Times, EVENING NEWS, 
WEEKLY TIMES-NEWS, 14,000 daily, 4,500 
weekly. 


7 EADING daily and weekly 
Ohio. THE VINDICATOR, 
d., 6,000 weekly. 


any 











pers in Eastern 
oungstown, 8,400 





PENNSYLVANIA. 


pers in the covinty” weekly e extabiibed et, 
daily established 
county ; the omy }-- EX pd Pt eir 2, 
only exclusively ome-made papers in the county, 
never —“—: resorted to p! matter nor — 
sheets. for map showing circulation. PAS- 
CHALL & CO., Doylestown, Pa. 


TENNESSEE. 











MISSOURI. 


( \ AZETTE, West Plains, Mo., 





leading paper in 





¥ county. Best farming and fruit-growing 
district in West. Write for rates. 
MONTANA. 





6,240 Daily, 6,240 


spaper in 


| ELENA INDEPENDENT 
D. LaGost & P Park Row, 


Sunday, 3,385 Weekly. 
the Treasure State. H. 
New York, Eastern 


NEW JERSEY. 
[HE Red Bank “REGISTER has special pages 
each week devoted to real estate news, 














‘= WOMAN’S HEALTH AND HOME JOUR- 
AL, Chattan 


ealth 
and * all-round family” journai. i 
circulation each mont copies. it ad- 


vertiser of its class in ine’ South. Subscribers, 
advertisers and canvassers wanted. 


Ctetranooga, Tenn., p hen 58,000 poopie. The 
/ EVENING News has 35,000 readers. It is an 
up-to-date nomeenger. full Associated Press day 
report, Mergenthaler machines, perfecting press. 
Serves all nearby rail towns every day. 
reatest local circulation. Best and largest list 
foreign advertising any paper in the South, 
Write for rates. 








VIRGINIA. 


YNCHBURG NEWS has the Mergectciroulation 














rt! lu of an r west of Richmond. Has only 
ing, = personal and social matters, village | one rate tor'advertising, No“ poeta rices to 
and general local news. any < one. ne. Auy info! ion of H. D. E, 38 
id ew York, Manager Recion Adver- 
NEW YORK. tising. 
B INGHAMTON LEADER. WASHINGTON. 
BXcuantor LEADER, the tea table favorite. G@ATILE TIMES. 
INGHAMTON LEADER, leading af “afternoon GEATILE TIMES is the best. 
um. - 


paper and the favorite family medi 
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. | a 2 = is the home paper of Seattle's 60,000 
GEATTLE afternoon daily, the Ties, has 

6 ————— of any evening paper 
ee of San Francisco. 








WISCONSIN. 
146,306 Picea cutee gonhen We 


consin ‘to have > ‘hewspa r center of its own. 
Chicago, St. Paul and iwaukee papers, when 
they reach this section, are from nine to eighecen 
hours old. The Superior TELEGRAM , 5. daily, 
thoroughly covers this section. Rates of H. D. 
LA COSTE, 38 Park Row, New York. 


CANADA. 
rs in Prov. 


86. 00) “Queb occ E DESBARATS Ad Agency, 











HAWAIIAN ISLANDS. 


TAR— 
S reper 0! 





? the weekly. The live, popular 











Displayed Advertisements. 
50 cents a line; $r00 * page : 


extra for specified position—i/ granted. 
Must be handed in one week in advance. 


-Send 

Shrine BOF FOEES BANS Pn. 
2,600 Db. & 8. 

Lynchburg NEWS {® 000 Weekly. 
fa Iiz TOPEKA, KANSAS 
Cireulation 7,600 teed—larger circula- 
— than any other zee weekly. For rates, 
, address C. . Krogness, Marquette Bldg., 
Chisago, Il., Western Agent. 


YEARS 
OLD. 














THOUSAND 
CIRCULATION. 


THE RECORD OF 
BRIDGEPORT'S ONLY MORNING PAPER, 


THE MORNING UNION. 


BRIDGEPORT, CONN. 
te ..RATES ARE LOW.. —a3 


The Evening 
~~ Journal, 


JERSEY CITY, N. J. 
Average Daily Circulation for 1895, 
14,362. 








the country. Covers the group | 
| 





25 per cent | 





| 


Guaranteed by Paci at Seer Directory. | 





“FISHERS OF MEN” 


The shrewd advertiser who drops his 
into the Jackson, Tenn., 


-WHAIG.. 
is sure of a i Sood aetch, 
morning paper in a ius 0 
a ee miles—a veritable Alex- 
oe Selkirk in its Lage ng A 1B.00 
up-to-date city 0: 
inhabitants without a Gem oF 
— It isa manufacturing, ‘ 
and educational center and £ 
the Kaa 8 a of 304,000 peopl 


snap, Da cash. 

The HIGis nate to the situation. 

L, J. Brooxs, Prop’r, Jackson, Tenn. 
H. D. LA COSTE, 


EASTERN REPRESENTATIVE, 38 PARK Row.N.Y. 





| 
| 
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10 Cents a Copy. $1.00 a Year. 


GODEYS 
MAGAZINE. 


RAISE IN 
RATES... 


On September rst, 1896, the following 
new rates go into effect: 


Full page, - = = $150.00 
One-half page,=- = 75.00 
One-quarter page, 37-50 
$1.00 per Nonpareil line on 
ads LESS than quarter-page 
Special Rates for Covers and Position 
Pages by Contract only. 
DISCOUNTS. 
3 months, 2+ 2 per cent 


= = 10 


20 


Positively no deviation 
from above rates. 


GODEY’S MAGAZINE for 
September advances a surpris- 
ing array of testimony to prove 
that Anna Ella Carroll should be 
ranked among the world’s great- 
est strategists. It is shown that 
she planned some of the most 
brilliant and 
paigns of the Civil War which 
gave success to the Union forces. 
She has been called ‘* The 
Secret [ember of Lincoln’s 
Cabinet,’”’ and the woman 
that saved the Union. 


important cam- 


Guaranteed circulation for 1896, 
one million copies. 


Send for rate card. 


THE GODEY COMPANY, 


52 Lafayette Place, New York. 
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‘The Flrgus, fi). 


ALBANY, N.Y. 
EIGHTY-FOURTH YEAR. 
At the Capital City of the Empire State. 


The Political struggle of the Fall 
of 1896 will be the greatest this 
Nation has ever experienced. New 
York State will be the great Battle 
Ground. The Six Million People in 
its confines will read every day of 
this great battle in the columns of 
the leading newspaper, 


The Albany Argus 


(Daily, Sunday and Semi-Weekly) 





















t Pak, Ocean 


To Ocean 
tt 


The Union 
Gospel News 


Finds its Wav 





Being undenominational and 
reaching thousands of homes 
mot reached by any other 
paper of its kind. 

Advertisers know its wahen, 
Published every Thursday. 
Write for 1ates. 


the oldest and acknowledged lead- 
ing Democratic Paper of the State, 
under new editorial and business 
management. 

Nearly half a million people read 


its columns every day. Sagacious ae 
advertisers make their announce- 
ments in its columns. Address 

Rates, sample copies, etc., on ap- “sm 


plication. 
THE ARGUS CO,, 

Broadway and Beaver Street, 

ALBANY, N. Y. 


Union Gospel News, 
Cleveland, Ohio. 


RRAAABEABREALOLRLABLEALREALRLEAEABEREABEEEERE ET DE 


AAA RAR RRRRRRRRRLRRBRR RARER RRA Dd) 


‘ 





The ONE sure way to get at 
the bulk of Peoria (Ills.) people is to 
use their BEST TWO papers. 


Peoria Daily Transcript 


(Seven Mornings a Week and Weekly) 
eee eins 


Peoria Evening Times, 


(Six Evenings a Week) 
COMBINED CIRCULATION 
exceeds 10,000 copies a day. 
-RATES FIRM BUT NOT HIGH. 





Eastern Office: 150 Nassau St., New York. 





tw 


Cee ee 








PRINTERS’ INK. 


DO YOU PUBLISH 
[NEWSPAPER ? 


Are you keeping a record of your 
issues ? 


Do your actual issues average more 
than a thousand copies? 


If so, you can have the exact figures 
inserted in the American Newspaper 
Directory for 1897, showing the actual 
average issue or sale during the entire 
year 1896. It will cost you nothing— 
provided you furnish the requisite in- 
formation, duly signed and dated, and 
in a form that will insure the informa- 
tion being definite. 

Circulation statements to insure at- 
tention should cover every issue in 
1896, and be sent in not earlier than 
January 2d or later than January 16th, 
1897. 

All communications should be addressed 


Editor AMERICAN NEWSPAPER 
DIRECTORY, 
1o Spruce Street, New York. 


THERE IS NO 
FIELD SO BARREN 


in Printerdom that the 


“Century” 
Pony 





and the 





cannot bring Profit out of it! 

They have the ‘‘Git thar’ 
qualities necessary for suc- 
cess! 





Campbell Printing 
Press & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 
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A Guaranty. 


The... 
Anaconda 


(Montana) 


Standard 


eeeeeeee 








Guarantees its advertisers.a Paip circulation, Daily and 
Sunday, THREE Times GREATER than that of any other 
newspaper published in the State of Montana. 
tising contracts will be made subject to this guaranty. 
Only daily newspaper in the great Northwest furnishing 
advertisers with a sworn circulation statement. 


Sunday, - - 10,227 
Daily, - - - 9,589 


Adver- 


f Average. 
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Place 9 
tom Faulkner’s 
Advertising 2 
ina Magazine 
Paper 
Of At fifty cents a year is 
Proven the cheapest monthly 
an _ fashion magazine pub- 
Publication lished. The circulation 
Is is guaranteed and proven 
The to be over 
Daily News 
Des Moines (~ 000 
lowa. 5 9 
Avesnge sworn circulation copies each and every 
for five months ending . . 
issue. Send for advertis- 
June 30, 1896 ° 
ing rates. Forms close on 
14,871 the 25th of the month, 
Eastern Office Faulkner’s Magazine, 
Room 1227 Am. Tract S. Bldg. | 23 Park Row, New York. 
Qy ) yyy i yy uy) yun 40), ny BLY { A, NY, AN A NY ZZ 








‘New York Home Journal, Tue Dramatic Mirror employs | 
a large staff of intelligent critics and correspondents in all parts of | 
the world. It is an excellent journal, well written, edited with | 
dignity, and animated by the worthiest principles. Under the editor- 
ship of Harrison Grey Fiske THe Mrrror is the recognized organ 
of the profession in America, and in England, France, Germany, 
and in our own country it is regarded as the only trade journal 
which represents the American stage fairly, intelligently and 
honestly. 
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DRAMATIC. MIRROR 


[ESTABLISHED JAN. 4, 1879.] 


‘WANTS MORE ADVERTISING forint wie tbeor bine 


| cles, Lge candles, corsets, collars and cuffs, cigars, eS chew- 


S— 9090. 90 90.9 9. 9 __9\__F90__n__ 995 
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ing gum, dry goods, dentifrices, diamonds, hats, jewe medicines, 
musical instruments, popes articles, photographs, aovhemen, soap, 
shoes, silverware, sporting goods, trunks, tobacco, watches and wine. 





| Printers’ Ink, the national authority on Advertising, says: 
“In all America no other Dramatic paper has so large a circulation 
| as the Dramatic Mirror.” 


| HARRISON GREY FISKE, TELEPHONE 621-38. 
Editor and Proprietor. 1432 Broadway, N. Y. 


The Largest Dramatic Circulation in America. 
caniaiaag joo1neys unoiuweuy ay Jo unbig ey 





0 O_O _Ay 


Te OO 







eager er ee ng egy 





OF 






(990.9 __9\._._F 


NYY) 100 1600060) 


O_9_—_ 4} o_o _4 — = 
ATT MOMTORTOONNOND ODODOPNDQDODODODQHOL aT WV) NOOUQIVE QO LQCH EY OOD ODIDOETTONTTUIS 


— ES A SS Ace Se *ae aeeeee een: 


Re em. 








40 PRINTERS’ INK. 


If you have a downright good article 
at a price that will fit the finances of 
well-to-do families, tell all about it 
through the columns of 


ab | - on 


ROOKLYN=~~ 
STANDARD UNION.+.x 


If it’s a good thing our readers will 
buy it, and buy it quick. They have 
the money and will spend it with our 
advertisers. No rash reckoning about 
this claim. 


IT PAYS 


Neat 
TO ISSUE Attractive 
Printing 











It pays to catch the best class of trade—the money-spending trade. You 
can’t catch money-spenders with penurious-looking printed matter. You must 
use attractive work—not necessarily expensive—that will catch your customer’s 
eye and cause him to read it. : 

If you are in the market for the best class of printing, I can suit you. 

No other printer has better facilities. All the type, borders, etc., in use 
in PRINTERS’ INK are at the disposal of my customers. Advertisements at- 
tractively displayed and electrotypes furnished at reasonable cost. ; 


WI1. JOHNSTON, [Manager Printers’ Ink Press, 
10 Spruce St., New York, 
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IN THE... 


“FIRST CLASS” 
yf 


[From Printers’ Ink.] 





The only Sunday papers in what is termed the 
‘* first class,” composed of those only which furnished 


a statement for a full year showing over 75,000 copies 





each issue, are the following : 

San Francisco Examiner,. . . . . . ~ 75,930 
Boston Globe, . . 2 ss ps, ae oe 

St. Louis Post- Dispatch, . (ee ca Bee 

Elmira(N. Y.) Telegram, . . . . . . 102,242 

Philadelphia Item, . . . . . - . + © 225,019 

Philadelphia Record, . . . . . « « . 122,972 











f ® 


STANDS THE 


Sunday Post-Dispatch 


If the Sunday Post-Dispatch were published 
in either Philadelphia or Boston, its circula- 
tion would be over 300,000 per day, due to 
the denser population in the 200 mile radius. 
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Protection 
Is the 
Battle Cry 


And when you spend money for advertising 
you should be protected by extensive cir- 
culation. 


The Chicago 
Dispatch 


Has a larger circulation than all other 
Chicago Afternoon Papers combined, save 
one. It prints and circulates : 4 


Over 65,000 Copies Daily 


It reaches the masses and is read by all 


classes. 
Not Part of the Time, but all the Time! 


HOME OFFICE, 


115-117 5th Ave, 


EASTERN OFFICE, CHICAGO. 
517 Temple Court, 
NEW YORK. 
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aS IN > 
yewsPAREy 
THEPLAT PLAIN TRUTH 
“Sano ALLTHE S 
omnia, 


Semi-Weekly 











+ The Houston Post + 





Was the first paper in the South to publish a 


Semi-Weekly at $1.00 a year. 


The SeMI-WEEKLY Post increased its circulation to, 
Over 15,000 copies each issue before its com- 


petitors woke up. 


They then put on a Semi-Weekly, but too late to 


gain lost ground. 


The Semi-WEEKLY Post is gaining ground every 
day, and no issue this year has been less than 
18,000 each part, or 36,000 copies per week. 

The Semi-WEEKLY Post has double the circulation 
of any other Texas semi-weekly newspaper. 

The Semi-WEEKLY reaches the country people who > 
patronize advertisers and read every line in ‘Y 


the paper. 


The Semi-WEEKLY Post’s advertising rates have ‘% 
not been increased since its inauguration. R 
It will pay you to consider it when placing your @® 


advertising. 
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‘rave You 
ried—= 


Any one of the papers in Kansas City, except the one 
referred to below, and did you get results commensu- 
rate with the outlay? If not, try the 


ansas City Worl 


And you will see the difference in returns at once. It 
is the paper best patronized by the business community 
of that city, and that alone bespeaks its merit and 
influence. Give it a trial, and you will find it is the 


est in the Field 





Daily, exceeding 25,000 
Sunday, “ 25,000 


L. V. ASHBAUGH, Business Manager. 





A. FRANK RICHARDSON, 
Tribune Building, New York, 
Chamber of Commerce, Chicago, 


Red Lion Court, Fleet Street, London. 
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The Family Circle 





Is the great stronghold of 


THE ST. LOUIS STAR 


You can reach St. Louis family circles 
in no better way than through : : : 


The St. Louis Star 


TO LEARN ALL ABOUT RATES, 





ge-Consult EIKER, You Know Him-@e 
11 Tribune wee | New York. 
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PRINTERS’ INK. 


A Penny Saved 


is a penny earned. 


The extreme dullness of trade in the printing 
line makes it necessary for printers to watch 
every penny of expenditure, otherwise the profits 
at the end of the year will be on the wrong side 
of the ledger. 

What is the use of paying enormous prices 
for your inks, or buying more than you actually 
need, simply because you secure a few days’ 
credit ? Commence at once to buy for cash, and 
you will save something on each bill. This sav- 
ing will help to pay off your old bills, and in a 
short while you will find yourself free from debt. 
You are then free to trade where you like and 
not wedded to any ink house. 

I sell a %lb. can with as much alacrity as | 
would a 500 lb. barrel. My inks are guaranteed 
to be the best that can be made, and if not found 
as represented | buy them back, and pay all 
freight or express charges. 

Send for my price list. Address 


PRINTERS INK JONSON, 8 Spruce St., New York 








My NEWS INK (best in the world) is sold at 6 cents a 
pound in 25 |b. kegs, and at 4 cents a pound in 500 bb. 
barrels. My JOB INK is sold in quarter pound cans at 25 
cents a can, with the exception of Carmines, Bronze Reds 
and Fine Purples, for which | charge 50 cents a can. 
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A PERFECTLY 
| HEALTHY 


is “a consummation de- 
voutly to be wished,” but 
unattainable so long as FREEE 
the pores are neglected, or 
eo ge and irritated by 
toilet soap. You owe it es 
to yourself to give your 
skin the proper kind of eee 
treatment, the best possible 
care all the time. To do 
this you should at once 
discard toilet soap and 
begin the use of tute 


CU TELIX att 


FeERE No danger of your ever 
$etet feeling tempted to return 
to the soap habit, for the 
earnest appreciation the 
skin will immediately 
manifest will be sufficient rer 
safeguard for the future. 
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Western Advertisers 


desiring estimates pre- 
pared, advertisements 
designed, plans sub- 
mitted, will receive 
prompt attention by 
applying for same to 





Our Chicago Office 


“THE ROOKERY ” 


in charge of Mr. T. F. 
Kennedy, who will 
take a personal interest 
in all such applications. 





The Geo. P. Rowell Advertising Go. 


| “THE ROOKERY” 10 SPRUCE ST. 
| CHICAGO NEW YORK 























